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ADVERTISING AND MEDIA RESEARCH usefulness lies in its ability to generate conditional forecasts 


of product sales to evaluate alternative marketing programs for 


ADMOD: Advertising Decision Model, An, DAVID new product introduction. 
A. AAKER, February 1975, 37. Fa ; : 
Advertising in Black and White, MARY JANE 
ADMOD is an advertising decision model which is designed SCHLINGER and JOSEPH T. PLUMMER, May 


toaddress simultaneously the budget decision, the copy decision, 1972, 149. 


and the meédia-allocation decision. The model, which focuses 
upon specific consumer decisions that advertising is attempting 
to precipitate, is illustrated with an example. 


Advertisement Complexity and Looking Time, 
BRUCE J. MORRISON and MARVIN J. DAIN- 
OFF, November 1972, 396. 


The visual complexity of magazine ads was found to be 
positively related to looking time in all set conditions. Under 
an ‘‘advertising study’’ set, ads looked at longer were better 
remembered, while under a ‘‘perception study”’ set, ads looked 
at longer were poorly remembered. 


Advertisement Size and the Relationship Between 
Product Usage and Advertising Exposure, ALVIN 
J. SILK and FRANK P. GEIGER, February 1972, 
+ a 


This study investigates the hypothesis that the association 
between prospect status and exposure to print advertising 
decreases as advertisement size increases. Contrary to the 
hypothesis, nonlinear relationships were found. 


Advertising and Promotion Effects on Consumer Re- 
\ sponse to New Products, MASAO NAKANISHI, 
August 1973, 242. 


This article develops a stochastic model of consumer response 
to new products which incorporates the effects of over-time 
variations in advertising and promotion. The model’s primary 


The reactions of black and white consumers to all-black and 
all-white cast versions of a television commercial suggest that 
the black version was more meaningful to black viewers, whereas 
the race of the cast had little influence on the reactions of 
white respondents. 


Analysis of Competitive Market Behavior, An, 


FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May 1974, 151. 


This article reports the findings of an empirical investigation 
into the movement of competitive market share. Palda’s cumula- 
tive advertising model is adapted to include a price variable, 
and the analysis is extended to a multibrand market. The 
Statistical methodology employed in the investigation overtly 
recognizes the competitive interdependence in its estimation 
procedures. 


Attribution Theory and Advertiser Credibility, ROB- 


ERT B. SETTLE and LINDA L. GOLDEN, May 
1974, 181. 


Consumer confidence in advertising claims and their expec- 
tancy of product value were experimentally measured under 
two conditions for five product ads. As suggested by attribution 
theory, when superiority was disclaimed for some product 
characteristics, confidence increased and value expectation 
equaled that obtained when all were claimed superior. 


Blacks in Advertising: A Further Comment, HAROLD 
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H. KASSARJIAN, August 1971, 392. 


A comment on the slow rate of acceptance of black models 
in advertising, in reply to Wheatley. 


Children’s Purchase Influence Attempts and Parental 
Yielding, SCOTT WARD and DANIEL B. WACK- 
MAN, August 1972, 316. 


This study focuses on the impact of television advertising 
on mother-child interaction. Specifically, children’s attempts to 
influence mothers’ purchases of various products and mothers’ 
yielding to these attempts are studied. 


Cognitive Processes Mediating Acceptance of Adver- 
tising, The, PETER L. WRIGHT, February 1973, 
53. 


The process of advertising influence is modeled in terms of 
an array of cognitive responses to the message, and a methodol- 
ogy for directly measuring these mediators is introduced. Re- 
search indicates that these variables are important mediators 
of attitudinal message acceptance, and that their relative weight- 
ing is affected by message modality and receiver involvement. 


Comment on Silk and Geiger, LEO BOGART, May 
1973, 219. 


This criticism of Silk and Geiger’s JMR article on the inverse 
ad size-selective exposure hypothesis centers on the validity 
of research methods and research results. 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May 1971, 224. 


See ‘‘Computer Abstracts” 


Content Analysis by Word Group, PETER KRANZ, 
August 1970, 377. 


See ‘‘Computer Abstracts” 


Determining Promotional Effects by Experimental 
Design, BILL R. MILLER and CHARLES E. 
STRAIN, November 1970, 513. 


See *‘Experimental Design’’ 


Effects of Distraction and Commitment on the Per- 
suasiveness of Television Advertising, STEWART 
W. BITHER, February 1972, 1. 


Television commercials differing in levels of distraction were 
presented to subjects who varied in their degree of commitment 
to competing products. Results lend only limited support to 
the prediction that distraction would increase yielding among 
subjects committed to competing products. An alternative expla- 
nation of the process, based upon distraction interference with 
learning, is rejected. 


Effects of Repetition of Refutational and Supportive 
Advertising Appeals, The, ALAN G. SAWYER, 
February 1973, 23. 


A laboratory experiment compared the effects of repetition 
of refutational and supportive advertising appeals. When re- 
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spondents were segmented on the basis of product class experi- 
ence, several significant differences in the effects of the two 
appeals on a measure of brand purchase intention were found. 


Empirical Studies on Individual Response to Exposure 
Patterns, LEONARD M. LODISH, May 1971, 212. 


The market response model of the MEDIAC media planning 
system is used as a base for discussion of empirical studies 
relating to the advertising phenomena of response to repeated 
exposure and forgetting. The model provides hypotheses to 
examine and a common base for analysis. 


Empirical Study of Media Comparison, An, MICHEL 
HUGUES, May 1975, 221, c. 


This article provides an empirical comparison of media effec- 
tiveness in a specific content. Using the response function 
method, the three major media in France are found to be 
complementary, but each is superior in some area. 


Evaluation of Television Program Content for the 
Purpose of Promotional Segmentation, DENNIS H. 
GENSCH and B. RANGANATHAN, November 
1974, 390. 


A factor analysis of television viewing, which avoids concep- 
tual and statistical shortcomings found in previous studies, 
generated eight configurations that appear to be show types. 
Show type and demographic information are related to purchas- 
ing patterns thereby illustrating the implementation of promo- 
tional segmentation strategy. 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February 1974, 30. 


This study investigates the relationships among attitude 
change, advertising exposure, and choice of a new brand on 
an individual basis. Results indicate that although attitudes 
change both before and after choice of the new brand, the 
post-choice attitude change is greater in magnitude and correlated 
more highly with choice. 


Functions of Political Advertising for Campaign Or- 
ganizations, The, KENNETH G. SHEINKOPF, 
CHARLES K. ATKIN, and LAWRENCE 
BOWEN, November 1972, 401. 


Political ads aimed at the mass electorate served to bolster 
the morale and confidence of volunteer party workers during 
the 1970 Wisconsin gubernatorial campaign. Advertising also 
stimulated communication within the organization and provided 
a valuable source of information for persuasion activity. 
However, few campaign workers were recruited as a result 
of the ads. 


Influence of Ambiguity on Brand Development, STE- / 
PHEN J. MILLER, MICHAEL B. MAZIS, 
PETER L. WRIGHT, November 1971, 455. 


See ‘‘Attitude Theory Research”’ / 


Laboratory Experiment of Individual Attitude Re- 
sponse to Advertising Exposure, A, FREDERICK 
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W. WINTER, May 1973, 130. 


This study investigates the influence of advertising exposure 
on individual brand attitude change. Results indicate that past 
exposures, brand familiarity, and prior attitude are significantly 
related to attitudinal response. 


Limitations of Incremental Search in Media Selection, 
ALLAN D. SHOCKER, February 1970, 101. 


Incremental search heuristics do not identify the optimal 
solution to the media choice problem. With media discounts, 
such heuristics may not provide even a good approximation. 
This article discusses the reasons for this situation and considers 
several supplementary heuristics for improving the quality of 
solutions. 


Media Factors: A Review Article, DENNIS H. 
GENSCH, May 1970, 216. 


Qualitative factors influence media selection. This review 
article attempts to identify and group these factors. Sources 
of measurement data on these factors are identified and tech- 
niques are suggested for obtaining that measurement data pre- 
sently not provided by syndicated data gatherers. 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February 1974, 50. 


Econometric methodology is applied to the data of a given 
industry and equations representing the performance and deci- 
sion variables of the major firms are simultaneously estimated. 
This study is unique with respect to the number and nature 
of the decision variables considered. 


Multivariate Analysis of Sales Responses of Compet- 
ing Brands to Advertising, NEIL E. BECKWITH, 
May 1972, 168. 


The sales responses of five competing brands to advertising 
were investigated, with parameters of the simple market response 
functions for all brands estimated jointly. The effectiveness 
of advertising was found to differ significantly among brands. 
Optimal advertising expenditures implied by the model were 
determined for each of the brands. 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May 1973, 136. 


Most current commercial testing procedures determine the 
effectiveness of a given commercial based on its performance 
on a single criterion. This article suggests (1) the need for 
measuring advertising effectiveness of a number of relevant 
criteria, and (2) a methodology for implementing this approach. 


Note on a Simultaneous-Equation Regression Study 
of Advertising and Sales of Cigarettes, A, LUIS 
V. DOMINGUEZ and ALBERT L. PAGE, August 
1971, 386. 


See ‘‘Econometric Models”’ 


Planning and Estimation in Advertising, PETER 
DOYLE and IAN FENWICK, February 1975, 1. 


Modern management science techniques are applied to the 
advertising problems of a large multiple retailer. The appropriate 
methodology evolves from a careful consideration of the firm’s 
marketing strategy, the market environment, and the nature 
of the demand for its services. 


Product Life Cycle and Time-Varying Advertising 


Elasticities, The, LEONARD J. PARSONS, No- 
vember 1975, 476. 


Empirical evidence is presented supporting the theory that 
the demand elasticities of marketing instruments vary over the 
product life cycle. The results of a time-varying elasticity model 
are compared with the more traditional constant elasticity 
formulation. 


Product-Related Response to Use of Black Models 


in Advertising, WILLIAM V. MUSE, February 
1971, 197. 


This article discusses results of an experiment comparing the 
ratings of ads employing only white models with duplicate ads 
using only black models. Respondents evaluated ads in four 
product categories. 


Relationship Between Anxiety and Positive and Nega- 


tive Advertising Appeals, The, JOHN J. WHEAT- 
LEY and SADAOMI OSHIKAWA, February 1970, 
85. 


Advertising appeals that arouse an appropriate amount of 
emotional tension can be successful in achieving desired attitudi- 
nal changes. For some members of an audience the appropriate 
amount of emotional tension may apparently be achieved by 
means of negative appeals while others respond better to positive 
appeals. 


Repetition in Media Models: A Laboratory Technique, 


MICHAEL L. RAY and ALAN G. SAWYER, 
February 1971, 20. 


Recent advertising media models demand estimates of effects 
of repetitive exposures on consumers in particular advertising 
situations. A laboratory technique for providing such estimates 
is suggested, and a study using this technique indicates the 
need for significantly different repetition functions for different 
kinds of products, brand positions, advertising formats, and 
advertising goals. Further development of the technique is also 
indicated. 


Sales— Advertising Cross-Elasticities and Advertising 


Competition, DARRAL G. CLARKE, August 1973, 
250. 


The measurement of the effect of one brand’s advertising 
on the sales of another brand is accomplished using improved 
estimation procedures. The interpretation of parameter estimates 
is enhanced through transformation into sales-advertising elas- 
ticities. Normative implications of the model are investigated. 


Self-Confidence—Advertising Response Relation- 


ship: A Function of Situational Distraction, The, 
STEWART W. BITHER and PETER L. WRIGHT, 
May 1973, 146. 
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The relationship between a receiver’s self-confidence and his 
attitudinal acceptance of a television advertisement was found 
to be systematically dependent on the level of potential distrac- 
tion contained in the commercial. Absolute increases in accept- 
ance under distracting conditions occurred only among subjects 
with moderate to high self-confidence. 


Snow + (X) = Use of Ski Area, HERBERT E. 
ECHELBERGER and ELWOOD L. SHAFER, 
August 1970, 388. 


Factor and multiple regression analysis were used in this study 
to establish relationships between 16 independent variables and 
volume of business at 26 ski areas in the Northeast. 


Statistical Evaluation of Transit Promotion, A, 
ROBERT C. BLATTBERG and SAMUEL R. 
STIVERS, August 1970, 293. 


If advertising by public transportation companies is to be 
useful, an effective method of advertising evaluation must be 
available. This paper presents such a method, based on a 
mathematical modeling approach, and the results of its applica- 
tion to a transit advertising campaign. 


Taxonomy of Television Programs Based on Viewing 
Behavior, VITHALA R. RAO, August 1975, 355. 


This replication study attempts to test the hypothesis that 
previously developed television program typology is largely 
determined by an individual’s background characteristics and 
scheduling variables. The Brand Rating Index survey data on 
viewing behavior were analyzed using multiple regression and 
factor analysis. The results are highly supportive of the hypothe- 
sis. 


Television Program Types, RONALD E. FRANK, 
JAMES C. BECKNELL, and JAMES D. CLO- 
KEY, May 1971, 204. 


TvQ data over a three-year period are the basis for a factor 
analytic study which includes development and use of two 
regression models to adjust raw data for effects o' program 
and viewer characteristics. The raw and adjusted data are 
compared and further research is recommended. 


Television Show Preference: Application of a Choice 
Model, DONALD R. LEHMANN, February 1971, 
47. 


This article examines the effectiveness of a model of prefer- 
ence based on specific product attributes. The model is shown 
to be substantially more powerful than predictions based on 
demographics. 


Testing Distributed Lab Models of Advertising Effect, 
FRANK M. BASS and DARRAL G. CLARKE, 
August 1972, 298. 


This article deals with estimation and testing of six different 
distributed lag models, with an example given of sales and 
advertising data for a dietary weight control product. A distrib- 
uted lag model more general than the frequently employed Koyck 
model is shown to be consistent with the evidence. 
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Testing the Inverse Ad Size-Selective Exposure 
Hypothesis: Clarifying Bogart, ALVIN J. SILK, 
May 1973, 221. 


Silk replies to criticism on his article with Geiger, stating 
that Bogart’s comments contain no compelling reasons for 
rejecting the evidence reported concerning the inverse ad size- 
selective exposure hypothesis. 


Trouble With Concept Testing, The, RUSSEL I. 
HALEY and RONALD GATTY, May 1971, 230. 


In new product research and advertising, concept testing is 
in deep trouble, because researchers confuse the testing of 
concepts with the testing of particular executions of those 
concepts. This article reports on an experiment which demon- 
strates the problem and suggests how it should be handled. 


Use of Black Models in Advertising, The, JOHN J. 
WHEATLEY, August 1971, 390. 


Wheatley comments upor Kassarjian’s article on the appear- 
ance of blacks in advertising. Kassarjian’s approach to measuring 
incidence of blacks’ appearance may have underestimated their 
use in general, but probably overestimated it in earlier years 
and underestimated it in recent years. 


Use of Field Experimental Observations in Estimating 
Advertising Recall, The, EDWARD C. STRONG, 
November 1974, 369. 


The results of field experimentation in advertising are often 
underutilized. A model of advertising recall within an audience 
is presented. The model provides the basis for a schedule 
simulator which estimates advertising recall for a variety of 
schedules. The outcomes of the simulations are compared with 
previous research. 


Vertical Cooperative Advertising Ventures, PAUL D. 
BERGER, August 1972, 309. 


This article discusses how parameters of a cooperative adver- 
tising arrangement are currently decided upon and presents 
decision models which demonstrate that quantitative analysis 
can lead to a better decision when profits are to be maximized. 
A real-world application of the methodology is presented. 


What Big Agency Men in Europe Think of Copy 
Testing Methods, HARPER W. BOYD, JR. and 
MICHAEL L. RAY, May 1971, 219. 


Although research directors of large European advertising 
agencies and their U.S. counterparts generally have similar 
overall outlooks, their opinions differ on advertising campaign 
measures, such as those having to do with predispositions and 
sales. European opinions differed sharply depending on agency 
size, extent of U.S. influence, and nation of operation. 


What Makes a Brand Name Familiar? LEO BOGART 
and CHARLES LEHMAN, February 1973, 17. 


This article reports a study of unaided brand recall by female 
household heads and examines some factors related to brand 
salience. Findings indicate that brand recall is a complex, 
dynamic process. 





ANNOTATED SUBJECT AND AUTHOR/TITLE INDEX, VOLUMES VII-XII, 1975 513 


Woman’s Place: An Analysis of the Roles Portrayed 
by Women in Magazine Advertisements, A, ALICE 
E. COUNTNEY and SARAH WERNICK LOCK- 
ERETZ, February 1971, 92. 


Some members of the feminine liberation movement have 
criticized the ways women are portrayed in advertisements. 
This article reports on an analysis of the occupational roles 
and nonworking activities of men and women portrayed in 
magazine advertisements. 


Woman’s Place: A Follow-Up Analysis of the Roles 
Portrayed by Women in Magazine Advertisement, 
A, LOUIS C. WAGNER and JANIS B. BANOS, 
May 1973, 213. 


During a time interval of 20 months, advertisers have respond- 
ed to critics who have claimed that advertisements have overem- 
phasized the role of women as mere housewives in our society. 
The percentage of advertisements portraying women ina working 
role has more than doubled in the magazines chosen for this 
study. 


ATTITUDE THEORY RESEARCH 


Application of Attitude Immunization Techniques in 
Marketing, The, STEWART W. BITHER, IRA J. 
DOLICH, and ELAINE B. NELL, February 1971, 
56. 


Changes in attitudes about a culturally controversial issue 
provide a first step toward the application of immunization 
techniques to marketing. The experimental conditions were 
immunization, source, and attack treatments and provide an 
extension of previous psychological experiments on culturally 
held truisms. 


Attitude Model for the Study of Brand Preference, 
An, FRANK M. BASS and W. WAYNE TALAR- 
ZYK, February 1972, 93. 


This empirical study of the relationship between brand prefer- 
ence and consumers’ attitudes uses a modification and extension 
of Fishbein’s attitude model. Predictions of consumers’ relative 
brand preferences were strong. 


Attitude, Social Influence, Personal Norm, and Inten- 
tion Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November 1974, 379. 


A field study was conducted providing empirical evidence 
that variables contained in the Dulany theory popularly adapted 
by Fishbein are situation bound in their effects on consumer 
brand purchase intention and behavior. Six forms of the theory 
were utilized. 


Attitude Theory and Decision Theory: Where is the 
Common Ground? WILLIAM L. ETTER, No- 
vember 1975, 481. 


Fishbein’s attitude model is viewed as equivalent to a decision 
theory model where choices are made under conditions of risk, 
and utility is additive. The attitude model used to investigate 


the relative predictive effectiveness of unweighted and weighted 
attitude models represents a simplified version of the Fishbein 
model and is equivalent to a decision theory model where choices 
are made under conditions of certainty. 


Attribution Theory and Advertiser Credibility, 
ROBERT B. SETTLE and LINDA L. GOLDEN, 
May 1974, 181. 


See ‘‘Advertising and Media Research’”’ 


Brand Image and Brand Usage, M. BIRD, C. CHAN- 
NON, and A. S. C. EHRENBERG, August 1970, 
307. 


See ‘‘Buyer Behavior”’ 


Brand Loyalty Concept—A Comment, A, LAW- 
RENCE X. TARPEY, SR., May 1974, 214. 


This comment on Jacoby and Kyner’s JMR article centers 
on the authors’ conclusion that they have developed a definition 
of brand loyalty which is an improvement on the many other 
definitions to be found in the literature. 


Cognitive Algebra in Multi-Attribute Attitude Models, 
JAMES R. BETTMAN, NCEL CAPON, and 
RICHARD J. LUTZ, May 1975, 151. 


Research on multi-attribute attitude models has relied on 
correlational methods. An analysis of variance paradigm applied 
to individual level data supports the multiplicative assumption 
of multi-attribute models. A single-attribute form of the Fishbein 
model is found to be superior to a similar version of the 
*‘adequacy-importance’’ model. 


Clusters of Consumer Interest and Opinion Leaders’ 
Spheres of Influence, DAVID B. MONTGOMERY 
and ALVIN J. SILK, August 1971, 317. 


This article reports a test of King and Summers’ hypothesis 
that opinion leadership overlaps among topics when interest 
in them overlaps. Patterns of association in opinion leadership 
for 16 topics corresponded to the structure of interrelationships 
among measures of interest in the same topics. 


Cognitive Processes Mediating Acceptance of Adver- 
tising, The, PETER L. WRIGHT, February 1973, 
53. 


See *‘Advertising and Media Research”’ 


Comparative Analysis of Attitudinal Predictions of 
Brand Preference, A, FRANK M. BASS and WIL- 
LIAM L. WILKIE, August 1973, 262. 


A comparison of cross-sectional methods of analysis of 
multi-attribute attitude models indicates striking differences in 
predictive power. Importance weights do not detract from 
prediction, and correlations of attitude with preference compare 
favorably with attitude-affect correlations found in social psy- 
chology. 


Concept-Scale Interaction in the Semantic Differen- 
tial, LOUIS K. SHARPE and W. THOMAS AN- 
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DERSON, JR., November 1972, 432. 


This study examined the appropriateness of Osgood’s three- 
dimensional semantic differential for marketing, comparing fac- 
tor structures for six products. Agreement between factor 
structures was the exception and where there was substantial 
agreement the factors typically did not resemble the activity- 
evaluative-potency factors found by Osgood. 


Congruence Model of Brand Preference: A Theoretical 
and Empirical Study, A, JOHN L. STANTON and 
JEFFREY A. LOWENHAR, November 1974, 427. 


This article offers an individual need-based distance model 
for the explanation and prediction of brand preference. The 
model is based upon the hypothetical symmetry between a 
consumer’s needs and his perception of alternative brands’ ability 
to satisfy those needs. Both the theoretical basis for the model 
and a series of empirical tests are discussed. 


Dissonance Reduction or Artifact? SADAOMI OSHI- 
KAWA, November 1971, 514. 


A similarity in dissonance reduction between students and 
housewives may not necessarily prove that their psychological 
activities are similar, but may be due to an artifact. 


Dissonance Reduction of Artifact? A Reply, JAGDISH 
N. SHETH, November 1971, 516. 


Sheth disagrees that the results of his study were influenced 
by a built-in design artifact created by the ceiling effect, and 
further assesses those results. 


Effect of Ecological Concern on Brand Perceptions, 
The, THOMAS C. KINNEAR and JAMES R. 
TAYLOR, May 1973, 191. 


This research examines the relationship between the amount 
of concern for the ecology that buyers indicate and their 
perceptions of detergent brands. Results show that the level 
of ecological concern among buyers of laundry products had 
a marked effect on their brand perceptions. 


Effect of Purchase Characteristics on Postdecision 
Product Reevaluation, The, FREDERICK W. 
WINTER, May 1974, 164. 


A laboratory study employing a purchase simulation suggests 
that characteristics of the purchase such as choice superiority, 
brand homogeneity, and choice familiarity play a major role 
in postdecisional cognitive change. Evidence also indicates that 
new adoption purchases of minor importance items do represent 
the necessary level of decision commitment for favorable product 
reevaluation. 


Elimination of Phosphate Detergents and Psycholo- 
gical Reactance, MICHAEL B. MAZIS, ROBERT 
B. SETTLE, and DENNIS C. LESLIE, November 
1973, 390. 


This study explores the use of psychological reactance theory 
to explain consumer response to the elimination of phosphate 
laundry detergents. Consumers tended to express attitudes 
consistent with psychological reactance theory predictions. 
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‘*Empirical’’ Specification of a Buyer Behavior Model, 
JOHN U. FARLEY and L. WINSTON RING, 
February 1974, 89. 


Two powerful multivariate techniques—canonical correlation 
and the Automatic Interaction Detector—are used to explore 
for model specification revealed in empirical regularities and 
data-derived structures. Based on these results, revisions to 
the basic buyer behavior structure are suggested. 


Evaluating Models of Attitude Structure, GEORGE 
S. DAY, August 1972, 279. 


Models of attitude structure differ primarily in the specification 
of the relationship of the cognitive and affective components. 
Two approaches to this relationship, based on cognitive consis- 
tency theory and multidimensional scaling techniques, are 
compared here. 


Evaluation of the Expectancy Value Model of Attitude 
Measurement for Physician Prescribing Behavior, 
An, GILBERT D. HARRELL and PETER D. 
BENNETT, August 1974, 269. 


Presented are findings from research using expectancy value 
and normative belief measures to predict physician drug brand 
preference and purchases. Physician prescribing using group 
depth interviews, attitude instruments, and prescribing panel 
data were used to test the Fishbein Behavioral Intentions model. 
Extensions to the model are presented for marketing applications. 


Expectancy Theory Predictions of Salesmen’s Per- 
formance, RICHARD L. OLIVER, August 1974, 
243. 


As a results of a lack of empirical investigation, the variance 
in salesmen’s performance attributable to motivational con- 
structs has not been estimated. Vroomian expectancy theory 
was used to show that the motivational perceptions attributed 
to a set of sales ‘‘incentives’’ by a sample of life insurance 
salesmen were related to two performance criteria. 


Expectancy Value Models of Attitude Measurement: 
A Measurement Problem, FRANK L. SCHMIDT 
and TERRY C. WILSON, August 1975, 366. 


A brief comment on important measurement problems asso- 
ciated with attitude studies is provided. 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February 1974, 30. 


See ‘‘Advertising and Media Research’”’ 


Exploratory Analysis of the Nature and Extent of 
Individual Differences in Perception, An, J. R. 
BRENT RITCHIE, February 1974, 41. 


Consumer perceptions of 12 leisure activities were examined 
to determine the extent of individual differences. The perceptual 
variation among respondents was substantialiy greater than 
expected by chance. Cluster analysis was used to classify the 
nature of the perceptual differences. 
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Fishbein and Brand Preference: A Reply, FRANK 
M. BASS, November 1972, 461. 


Differences in purpose between attitude studies in social 
psychology and marketing require measurement and analysis 
distinctions. Cross-sectional and individual preferences avoids 
interpersonal utility comparison. 


Fishbein Theory and the Bass-Talarzyk Problem, 
MARY TUCK, August 1973, 345. 


This article presents measures and results of a study using 
Fishbein’s expectancy value theory of attitude to predict brands 
preference, and comments on the relevance of the results 
presented to the problem of the prediction of intrapersonal brand 


preference ordering discussed by Bass and Talarzyk in a JMR 
note. 


Importance of Differential Weights in Multiple Attri- 
bute Models of Consumer Attitude, The, NEIL E. 
BECKWITH and DONALD R. LEHMAN, May 
1973, 141. 


A multiple attribute model of consumer attitude was used 
to predict the relative preferences of individuals for various 
television shows. Differential weights provided only limited 
benefits, compared to the use of equal weights. This may be 
because respondents spread their perceptions of alternatives 
on the more important attributes, correlation between the attri- 
butes, or model misspecification. 


Importance of Halo Effects in Multi-Attribute Attitude 
Models, The, NEIL E. BECKWITH and DONALD 
R. LEHMANN, August 1975, 265. 


A simultaneous equation model was used to explain both 
the overall attitude of heterogeneous individuals towards televi- 
sion shows and also their beliefs about the shows on six relevant 
attributes. The halo effect may be the primary reason for the 
usually good descriptive results of the multiple attribute model. 


Industrial Source Loyalty, YORAM WIND, No- 
vember 1970, 450. 


See ‘‘Buyer Behavior” 


Influence of Ambiguity on Brand Development, STE- 
PHEN J. MILLER, MICHAEL B. MAZIS, and 
PETER L. WRIGHT, November 1971, 455. 


This article presents the results of an experimental study of 
the dynamics of attitude development toward a new brand. The 
role of consumer familiarity with a new brand names in evaluation 
of product characteristics is examined. 


Issues in Marketing’s Use of Multi-Attribute Attitude 
Models, WILLIAM L. WILKIE and EDGAR A. 
PESSEMIER, November 1973, 428. 


The simplistic form of linear compensatory attitude modeling 
\includes a number of significant research questions involving 
‘concepts, measurement, and analysis. Results and conclusions 
of marketing research on the model are summarized for each 
isisue and directions for further development are suggested. 


Laboratory Experiment of Individual Attitude Re- 
sponse to Advertising Exposure, A, FREDERICK 
W. WINTER, May 1973, 130. 


See ‘Advertising and Media Research” 


Linear Attitude Models: A Study of Predictive Ability, 
GILBERT A. CHURCHILL, JR., November 1972, 
423. 


See ‘‘Preference Research’’ 


Modeling Supermarket Product Selection, ROGER M. 
HEELER, MICHAEL J. KEARNEY, and BRUCE 
J. MEHAFFEY, February 1973, 34. 


Supermarket chains appraise more than 8,000 new product 
offerings per year. This article models the choice process to 
reduce management appraisal time and obtain a greater under- 
standing of the variables and decision rules used. The results 
provide some convergent validation for an additive model of 
attitude formation. 


Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN 
and RICHARD A. WERBEL, November 1973, 404. 


Two different measures of brand loyalty are employed in 
an analysis of survey data by MCA in which six hypotheses 
are tested. A measure based on brand deliberation as well as 
brand repurchase appeared to yield better results than did 
repurchase alone. 


Nature and Uses of Expectancy-Value Models in 
Consumer Attitude Research, The, JOEL B. 
COHEN, MARTIN FISHBEIN, and OLLI AHTO- 
LA, November 1972, 456. 


This article clarifies theoretical and operational requirements 
of Fishbein’s and Rosenberg’s models of attitude structure in 
the light of two recent studies purporting to test each with 
common but unsatisfactory measures for either model. 


Order Bias, the Ideal Rating, and the Semantic Dif- 
ferential, E. LAIRD LANDON, JR., August 1971, 
375. 


The order in which concepts are rated was found to bias 
semantic differential ratings, but the ideal was relatively stable 
over subjects and over time. 


Perceived Instrumentality and Value Importance as 
Determinants of Attitudes, JAGDISH N. SHETH 
and W. WAYNE TALARZYK, February 1972, 6. 


This study investigates whether value importance or perceived 
instrumentality is more dominant in determining affect (attitude) 
toward a brand. The results indicate that perceived instrumental- 
ity contributes more toward determining affect than does value 
importance. In fact, the latter tends to suppress this contribution 
if included in the analysis. 


Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August 1970, 364. 
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See ‘‘Buyer Behavior”’ 


Prediction of Preference for Capital Equipment Using 
Linear Attitude Models, The, ALBERT R. WILDT 
and ALBERT V. BRUNO, May 1974, 203. 


This study presents results relating to the power of linear 
attitude models in predicting preference for brands from two 
industrial product categories. Evidence is provided that con- 
sumers’ beliefs and values for product attributes, measured for 
individual brands, do substantially predict brand preference and 
that good predictions of preference are possible for industrial 
products. 


Reported and Revealed Preferences as Determinants 
of Mode Choice Behavior, RICHARD B. WESTIN 
and PETER L. WATSON, August 1975, 282. 


The relation of attitudes toward transportation system charac- 
teristics and the sensitivity of travelers to perceived differences 
in these characteristics is studied. A probabilistic model of choice 
behavior is used, and effects of attitudes are studied by examining 
how estimated elasticities differ among groups of travelers 
stratified on the basis of attitude. 


Reply to Comments on the Nature and Uses of 
Expectancy-Value Models in Consumer Attitude 
Research, JAGDISH N. SHETH, November 1972, 
462. 


There is no Bass-Talarzyk-Sheth theory of attitude. With 
respect to the JMR study, Sheth was merely concerned in finding 
out whether perceived instrumentality is a more or less important 
determinant or correlate of attitudinal affect in Rosenberg’s 
model. 


Reply to Response to Bass, Talarzyk, and Sheth, W. 
WAYNE TALARZYK, November 1972, 465. 


Differences between the methodology and techniques used 
by Bass and Talarzyk and Sheth and Talarzyk and those 
developed by Fishbein and Rosenberg are meaningfully present- 
ed in the comment by Cohen, Fishbein, and Ahtola. All of 
their arguments are not fully supportable as indicated in these 
three replies, and certain key statements reflect less than a 
full appreciation for the basic objective of the original two 
studies. 


Resistance to Persuasion: Inoculation Theory in a 
Marketing Context, GEORGE J. SZYBILLO and 
RICHARD HESLIN, November 1973, 396. 


Inoculation techniques from social psychological theory were 
applied to a controversial issue in a marketing context. Experi- 
mental factors were type of defense, time interval between 
defense and attack, and credibility of the attacker. In general, 
predictions from inoculation theory were confirmed: all defense 
conferred resistance to attack; the refutational defense was 
superior to the direct supportive defense. 


Semantic Differential and Nonmetric Multidimension- 
al Scaling Descriptions of Brand Images, JOSEPH 
N. FRY and JOHN D. CLAXTON, May 1971, 238. 


Cigarette brand images were measured with a semantic dif- 
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ferential instrument and nonmetric scaling of similarities data. 
The results given by the two approaches were highly similar. 


Semantic Properties of Selected Evaluative Adjec- 
tives: Other Evidence, ROBERT A. MITTEL- 
STAEDT, May 1971, 236. 


Two previously reported studies are examined which provided 
partial confirmation for scale values of selected evaluative 
adjectives previously reported by Myers and Warner. 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, JR., February 1970, 111. 


See ‘‘Buyer Behavior” 


Statement Polarity in Attitude Studies, ALFRED M. 
FALTHZIK and MARVIN A. JOLSON, February 
1974, 102. 


The evidence indicates that the intensity of consumer attitudes 
and behavior in the area of ‘‘unit pricing’’ depends on whether 
the research’s statements are phrased positively or negatively. 
The findings highlight a tendency for statement polarity to be 
more significant when personalized rather than nonpersonalized 
Statements are used. 


Testing Cognitive Models Through Computer-Con- 
trolled Experiments, G. DAVID HUGHES and 
JOSE L. GUERRERO, August 1971, 291. 


A computer-controlled experiment was used to test balance, 
reinforcement, and congruity models and to develop a new model 
to predict changes in buyers’ subjective probabilities after 
receiving new information. Subjective probability and attitude 
models were tested to determine their utility in studying buyers’ 
information processing. 


Testing the Consistency of Attribute Meaning in Em- 
pirical Concept Testing, DENNIS H. GENSCH and 
THOMAS F. GOLOB, August 1975, 348. 


An empirical example, based upon mass-transit concept test- 
ing, has been presented to illustrate the perceptual comparison 
method. Useful managerial insights obtained through use of 
the method prior to obtaining a final large-scale sample were 
demonstrated. 


Three-Point Likert Scales Are Good Enough. JACOB 
JACOBY and MICHAEL S. MATELL, November 
1971, 495. 


This article approaches the problem of determining the number 
of response categories for each rating scale as used in marketing, 
attitudinal, and survey research. 


Trouble With Concept Testing, The, RUSSEL I. 
HALEY and RONALD GATTY, May 1971, 230. 


See ‘Advertising and Media Research”’ 


Using Attitude Change Measures to Evaluate New 
Product Introductions, GEORGE S. DAY, No- 
vember 1970, 474. j 


This article applies recent developments in the statistical 
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analysis of multiwave attitude panels to the problem of evaluating 
a new product’s marketing program. One advantage of this 
approach is the opportunity to distinguish the effects of marke- 
ter-controlled variables from word-of-mouth communication and 
usage experience. A comparative study of two new brands in 
the same market shows that effective introductory performance 
requires media advertising to gain awareness and product sam- 
pling to trigger word-of-mouth activity that leads to the formation 
of favorable attitudes. 


Vector Model of Preferences: An Alternative to the 
Fishbein Model, The, OLLI T. AHTOLA, Feb- 
ruary 1975, 52. 


This article proposes and tests a new model of preferences. 
Based on certain assumptions in the Fishbein model unacceptable 
to the author a new model is developed which does not rely 
on these assumptions. 


Who Perceives Supermarket Prices Most Validly? 
F. E. BROWN, February 1971, 110. 


See ‘‘Retailing and Wholesaling” 


BRAND CHOICE MODELS 


Adaptive Behavior in Automobile Brand Choices: A 
Reply, DONALD G. MORRISON, February 1970, 
117. 


Morrison comments on a recent JMR article by May, saying 
that with the short histories used it is difficult to test even 
the simplest (Bernoulli) model. He says that the ‘‘soft’’ data 
obtained in personal interviews are more supportive of the 
adaptive behavior process than ‘‘hard’’ data on past purchases. 


Adaptive Behavior in Automobile Brand Choices: 
Discussion, FREDERICK E. MAY, February 1970, 
118. 


May replies to Morrison’s comments on his JMR article by 
discussing Morrison's hypothesis that individuals differ in pur- 
chase probabilities for any specific make of automobile. May 
introduces some new data from his study to further support 
the hypothesis of adaptive behavior. 


Analysis of Effects of Information Load, WILLIAM 
L. WILKIE, November 1974, 462. 


This comment on Jacoby, Speller, and Kohn’s JMR article 
has two purposes: (1) to highlight and reinforce certain aspects 
of their research design which might serve as protocol for future 
studies and (2) to question the article’s major conclusion in 
light of the analytical procedure used and results obtained. 


Attitude, Social Influence, Personal Norms, and In- 
tention Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November 1974, 379. 


See *‘Attitude Theory Research” 


Brand Choice Behavior as a Function of Information 
Load, JACOB JACOBY, DONALD E. SPELLER, 
and CAROL A. KOHN, February 1974, 63. 


A currently popular position among consumer advocates and 
many public policy makers is that more product information 
is better. A 3 (number of brands) x 3 (number of items of 
information per brand) factorial experiment which tested this 
contention revealed that, while consumers do feel more satisfied 
and less confused, they actually make poorer purchase decision 
with more information. 


Brand Evaluation and Choice: A Longitudinal Study, 
FREDERIC B. KRAFT, DONALD H. GRAN- 
BOIS, and JOHN O. SUMMERS, August 1973, 
235. 


An analysis is presented showing the association between 
a summated brand evaluation index and brands purchased over 
time. The summated index was no more predictive than simpler 
measures such as “‘brand last purchased”’ and a 7-point rating 
scale, although the summated index may have value as a 
diagnostic tool. 


Brand Loyalty Concept—A Comment, A, LAW- 
RENCE X. TARPEY, SR., May 1974, 214. 


See **Attitude Theory Research” 


Brand Loyalty Vs. Repeat Purchasing Behavior, 
JACOB JACOBY and DAVID B. KYNER, Febru- 
ary 1973, 1. 


Brand loyalty is first distinguished from simple repeat pur- 
chasing behavior and then conceptually defined in terms of 
six necessary and collectively sufficient conditions. An experi- 
ment designed to test this conceptualization provided strong 
empirical support for the distinction as conceptualized. 


Can Private Brand Buyers Be Identified? PHILIP C. 
BURGER and BARBARA SCHOTT, May 1972, 
219. 


This article is devoted to identifying meaningful market 
segments among consumers. This research report shows that 
private and manufacturer brand buyers can be identified. This 
work focuses on product-specific vaviables, rather than de- 
mographic segments. 


Cognitive Consequences of Brand Loyalty, JOEL B. 
COHEN and MICHAEL J. HOUSTON, February 
1972, 97. 


This study examines part of the belief structure of brand-loyal 
consumers asked to evaluate their own and a competing brand. 
Product reevaluation was seen, in part, as the result of a 
consumer’s desire to restructure his beliefs to avoid cognitive 
dilemmas. 


Comments on ‘‘Patterns of Buyer Behavior,’> HER- 
BERT E. KRUGMAN, February 1970, 120. 


Krugman comments on Lawrence’s recent JMR article, saying 
that consumers’ freedom to indulge brand preferences is not 
related to problem-solving learning oriented to the solution of 
initially difficult tasks. 


Comparison of the Entropy Model and the Hendry 
Model, A, JEROME D. HERNITER, February 
1974, 21. 





518 


This article compares the Entropy model and the Hendry 
model, primarily at a theoretical level with some comparisons 
with empirical data. Both models are considered at their most 
elementary level, and the comparison should not be considered 
an evaluation of either model. 


Comparison of Three Models of Brand Choice, A, 
J. MORGAN JONES, November 1970, 466. 


Three models—the heterogeneous linear learning model, an 
evolutionary model, and a model which accounts for both 
evolutionary behavior and purchase event feedback—are 
compared for their ability to model an actual situation. All three 
models acceptably fit the data. However, conclusions as to 
consumer behavior can best be obtained from the dual-effects 
model. 


Consumer Brand Choice—A Random Walk? RAY- 
MOND J. LAWRENCE, August 1975, 314. 


The so-called linear learning model turns out to be a method 
for calculating a moving average. It has no necessary connection 
with human psychological processes. 


Consumer Characteristics Associated With Dealing: 
An Empirical Example, DAVID B. MONTGOM- 
ERY, February 1971, 118. 


See ‘‘Buyer Behavior”’ 


Correlates of Brand Loyalty: Some Positive Results, 
JAMES M. CARMAN, February 1970, 67. 


Studies assessing from consumer panel data the relations 
between household socioeconomic and personality charac- 
teristics and brand loyalty for frequently purchased packaged 
goods have yielded disappointing results. Using a special purpose 
panel, this study does suggest a relationship between personal 
characteristics, the shopping process, and loyalty. The paper 
also introduces a new measure of brand loyalty and describes 
the use of the AID procedure for exploratory data analysis. 


Dual-Effects Model of Brand Choice, A, J. MORGAN 
JONES, November 1970, 458. 


A model is proposed which accounts for both purchase event 
feedback and change due to an external effect. Compared to 
its most closely related antecedents—the linear learning model 
and the stationary probability diffusion model—this is a more 
useful model, both from the standpoint of the individual and 
of the population being modeled. 


Effect of Shelf Space Upon Sales of Branded Products: 
An Appraisal, The, ROBERT A. PETERSON and 
JAMES W. CAGLEY, February 1973, 103. 


This criticism of Cox’s JMR article, which attempts to apply 
an experimental design to a nonlaboratory situation, centers 
on method of analysis and meaning of results. 


Entropy Model of Brand Purchase Behavior, An, 
JEROME D. HERNITER, November 1973, 361. 


A probabilistic model of consumer purchase behavior for 
frequently purchased, low cost items is presented. The concept 
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of maximum entropy is used to specify the model. The only 
empirical data required are market shares; all other brand 
selection statistics, such as repeat and switch rates, are derived 
quantities. 


Estimating Consumer Preferences for a New Durable 
Brand in an Established Product Class, ADRIAN 
B. RYANS, November 1974, 434. 


A theoretical model is developed to aid in the estimation 
of demand for a durable brand at a given price in an established 
product class. The operationalization and an experimental test 
of the model in the new product context are described and 
the results discussed. 


Estimating Marketing Policy Effects on Sales of a 
Frequently Purchased Product, DONALD E. SEX- 
TON, JR., August 1970, 338. 


Determining the optimal marketing mix for a firm requires 
information about the sales effects of the marketing policies 
under consideration. A model and estimation procedure to obtain 
such market intelligence for frequently purchased products are 
described and some empirical results are obtained. 


Evaluation of the Application of Minimum Chi-Square 
Procedures to Stochastic Models of Brand Choice, 
An, ROBERT C. BLATTBERG and SUBRATA 
K. SEN, November 1973, 421. 


This article investigates the small sample properties of mini- 
mum chi-square estimates of the parameters of stochastic brand 
choice models. It also describes and evaluates a statistical test 
which is appropriate for discriminating between two stochastic 
brand choice models when one is a constrained version of the 
other. 


Exploratory Investigation of Brand Switching, An, 
WILLIAM A. CHANCE and NORMAN D. 
FRENCH, May 1972, 226. 


This study demonstrates that large variation in brand-switching 
behavior among product categories is subject to strong influences 
of three factors. Extremes in income and educational levels 
appear to promote brand switching, as does uncertainty concern- 
ing the price differential required to equalize the value of two 
brands available in a product category. 


Judged Similarity and Brand-Switching Data as Simi- 
larity Measures, DONALD R. LEHMANN, August 
1972, 311. 


See ‘‘Scaling Methods’”’ 


Less Information is Better? JOHN O. SUMMERS 
November 1974, 467. 


This comment on Jacoby, Speller, and Kohn’s article con- 
cludes that the article should be viewed as exploratory research 
which will hopefully stimulate more research in the area anci 
not as a source of valid empirical findings. 


Majority Effect and Brand Choice, The, JEAN E. 
WEBER and RICHARD W. HANSEN, August 
1972, 320. 
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Research conducted with housewives indicates that brand 
preferences can be changed by presentation of disonant informa- 
tion attributed to a majority. These changes are more likely 
to occur when the original preference is relatively weak and 
the brand presented as the majority preference is relatively 
high in the preference hierarchy. 


McDonnell’s Experimental Brand Choice Data, P. 
CHARLTON and A. S. C. EHRENBERG, August 
1973, 302. 


McConnell’s data and two more recent sets of data all lead 
to the same general conclusions: repeat buying and brand choice 
patterns under artificial semilaboratory conditions can be like 
those in real life. 


Measurement of Multidimensional Brand Loyalty of 
a Consumer, JAGDISH N. SHETH, August 1970, 
348. 


This article extends the factor analytic model of brand loyalty 
to multichotomous data in which a consumer’s varying degrees 
of loyalty to several brands are estimated. The resultant loyalty 
scores are compared with simple probability measures and also 
explored in relation to aggregate market shares. 


Model of Intermediate Market Response, A, DOUG- 
LAS L. MacLACHLAN, November 1972, 378. 


Traditional market share models can be elaborated by combin- 
ing nonstationary stochastic models of brand choice with econo- 
metric models. A variable Markov model is described which 
allows assessment of marketing decision variables’ influence 
on the underlying composition of market share. 


Model of Multi-Brand Buying, A, A. S. C. EHREN- 
BERG and G. J. GDODHARDT, February 1970, 
77. 


For any two brands of a frequently-bought product in a given 
time period, the proportion of buyers of one brand who also 
buy the other brand is generally directly proportional to the 
total number of buyers of that brand. Such duplicated buyers 
of two brands buy each brand with an average frequency which 
tends to be a fixed fraction of that with which all buyers of 
each brand buy it. 


Modeling Store Choice Behavior, DAVID A. AAKER 
and J. MORGAN JONES, February 1971, 38. 


See ‘‘Retailing and Wholesaling”’ 


New Method for Evaluating Stochastic Models of 
Brand Choice, A, DAVID A. AAKER, August 1970, 
300. 


This article explores the use of a brand choice stochastic 
model’s mean value function in evaluating two models empirical- 
ly, using a common set of purchase data. The linear learning 
model fit the data well, but its mean value function was not 
capable of making reasonable predictions of successive, aggre- 
gate purchasing statistics. Another brand choice model, the new 
trier model, was found to perform much better. The results 
suggest that model tests should not be restricted to the usual 
goodness-of-fit test, especially in situations of nonstationarity. 


A structural comparison of the two models focuses on their 
different approaches to nonstationarity. 


‘*Patterns of Buyer Behavior’’: A Rejoinder, RAY- 
MOND J. LAWRENCE, February 1970, 120. 


Lawrence presents a rejoinder to Krugman’s comment on 
his recent JMR article in which he states that ‘“‘Dr. Krugman 
‘has got me wrong!’ ” 


Reported and Revealed Preferences as Determinants 
of Mode Choice Behavior, RICHARD B. WESTIN 
and PETER L. WATSON, August 1975, 282. 


See ‘Attitude Theory Research”’ 


Results Concerning Brand Choice, CHRISTOPHER 
CHATFIELD and GERALD J. GOODHARDT, 
February 1975, 110. 


Some mathematical derivations related to stochastic choice 
theory are presented. 


Theory of Stochastic Preference and Brand Switching, 
The, FRANK M. BASS, February 1974, 1. 


Strong evidence will be introduced which suggests that brand 
choice behavior is substantially stochastic. A general theory 
of stochastic preference is presented and tested. Brand switching 
data are shown to be in substantial agreement with the theory. 


Variables Affecting Sales of Family-Branded Products, 
COLIN F. NEUHAUS and JAMES R. TAYLOR, 
November 1972, 419. 


The purpose of this study was to investigate in more detail 
the variables which influence the family-branding effect. The 
results indicate that the variables of shelf arrangement, price 
change, and product groups significantly influence the effect. 


BUYER BEHAVIOR 


Acceptance by Males of Feminine Products, GEORGE 
P. MORRIS and EDWARD W. CUNDIFF, August 
1971, 372. 


Manufacturers of products initially designed for the feminine 
market have increasingly moved to broaden their markets to 
include males. How can male reactions to products with feminine 
images be predicted? 


Application of the Bass Model in Long-Term New 
Product Forecasting, An, WELLESLEY DODDS, 
August 1973, 308. 


The Bass model is used to project sales of cable television 
installations, and is found to be a useful tool for better investment 
decision. 


Are There Differences in Dissonance Reduction Be- 
havior Between Students and Housewives? JAG- 
DISH N. SHETH, May 1970, 243. 


This study tests the proposition that if personal and situational 
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differences between students in laboratory studies and the 
household population in naturalistic studies are eliminated or 
minimized, these populations’ responses should have no appre- 
ciable differences. The results tended to confirm the proposition. 


Attitude Model for the Study of Brand Preference, 
An, FRANK M. BASS and W. WAYNE TALAR- 
ZYK, February 1972, 93. 


See ‘Attitude Theory Research”’ 


Attitude, Social Influence, Personal Norm, and Inten- 
tion Interactions as Related to Brand Purchase 
Behavior, E. H. BONFIELD, November 1974, 379. 


See ‘Attitude Theory Research” 


Attribution Theory and Acceptance of Information, 
ROBERT B. SETTLE, February 1972, 85. 


Consumers’ preferences for consensus information provided 
by an expert or by a friend and for consistency information 
provided by personal experience over time or over modality 
were found to be systematically related to product complexity, 
social visibility, durability, and multipurposeness. 


Automobile Self-Congruity Models Reexamined, G. 
DAVID HUGHES and JOSE L. GUERRERO, 
February 1971, 125. 


A computer-controlled behavioral experiment was used to 
explore whether or not: information sources and content used 
in automobile purchasing could be built into a computer simula- 
tion; subjects would enter the simulation realistically; probabil- 
ities and attitudes could be altered through simulation; and 
empirical support could be found for defining subjective proba- 
bilities as a cluster of attitudes. 


Bargaining Behavior in a Buyer-Seller Dyad, H. LEE 
MATHEWS, DAVID T. WILSON, and JOHN F. 
MONOKY, JR., February 1972, 103. 


A study of the effect of perceived similarity in a dyadic 
relationship was conducted under laboratory conditions in the 
context of a buyer-seller relationship. The *‘prisoner’s dilemma” 
game was the instrument used to monitor behavior. 


Brand Evaluation and Choice: A Longitudinal Study, 
FREDERIC B. KRAFT, DONALD H. GRAN- 


BOIS, and JOHN O. SUMMERS, August 1973, 
235. 


See ‘Brand Choice Models” 


Brand Image and Brand Usage, M. BIRD, C. CHAN- 
NON, and A. S. C. EHRENBERG, August 1970, 
307. 


The proportion of people who express an attitude about a 
given brand generally depends on how recently they have used 
the brand. 


Brand Information Sources, Opinion Change, and 
Uncertainty, ROBERT B. WOODRUFF, No- 
vember 1972, 414. 
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This study focuses on the relative importance of three brand 
information sources to consumers during a buying decision 
process. Prior brand information of respondents was quantified 
before and after exposure to a source and the amount of change 
was used as the measure of importance. 


Brand Loyalty Concept: Comments on a Comment, 
A, JACOB JACOBY, November 1975, 484. 


This is a reply to an earlier comment by Tarpey which Jacoby 
feels adds no new knowledge on brand loyalty and fails to 
dispute Jacoby and Kyner’s findings. 


Brand Loyalty Revisited: A Commentary, LAW- 
RENCE X. TARPEY, November 1975, 488. 


Tarpey comments on Jacoby’s rejoinder concerning his con- 
ceptual definition of brand loyalty—calling it an operational 
definition. 


Brand Loyalty Vs. Repeat Purchasing Behavior. 
JACOB JACOBY and DAVID B. KYNER. Febru- 
ary 1973, 1. 


See ‘‘Brand Choice Models” 


Brief vs. Comprehensive Descriptions in Measuring 
Intentions to Purchase. J. SCOTT ARMSTRONG 
and TERRY OVERTON, February 1971, 114. 


This article presents a study of the effect upon intention 
to purchase of the extent and type of description of a new 
service. 


Children’s Purchase Influence Attempts and Parental 
Yielding, SCOTT WARD and DANIEL B. WACK- 
MAN, August 1972, 316. 


See **Advertising and Media Research” 


Cognitive Consequences of Brand Loyalty, JOEL B. 
COHEN and MICHAEL J. HOUSTON, February 
1972, 97. 


See **Brand Choice Models” 


Comparison of Housewife Decision Making in Two 
Social Classes, A, JOSEPH N. FRY and FRED- 
ERICK H. SILLER, August 1970, 333. 


A field study employing a shopping simulation compared to 
purchasing behavior of working and middle class housewives. 
Explanations of behavioral differences were sought through an 
analysis of the respondents’ personal attributes. Substantial 
variation was found in the nature of decision making by social 
class, even when observed behavior was similar. 


Comparison of the Entropy Model and the Hendry 
Model, A, JEROME D. HERNITER, February 
1974, 21. 


See **Brand Choice Models”’ 


Concentration of Information Power Among Con- 
sumers, HANS B. THORELLI, November 1971, 
427. 
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The thesis that market information search activity and data 
source awareness are highly unevenly distributed among various 
groups of consumers is explored using a large Norwegian sample. 


Consumer Characteristics Associated With Dealing: 
An Empirical Example, DAVID B. MONTGOM- 
ERY, February 1971, 118. 


The relation between certain consumer social-psychological 
and purchasing characteristics and dealing activity is examined 
in two contrasting situations in the dentrifrice market. 


Consumer Expectations, Product Performance, and 
Perceived Product Quality, RICHARD W. OL- 
SHAVSKY and JOHN A. MILLER, February 1972, 
19. 


This study experimentally investigated the effects on product 
ratings of both overstatement and understatement of product 
quality. Results support common marketing practice in that 
overstatement resulted in more favorable ratings and understate- 
ment resulted in less favorable ratings. 


Consumers’ Attitudes Toward Package Size and Price, 
C. W. J. GRANGER and A. BILLSON, August 
1972, 239. 


An experimental study examined changes in consumer prefer- 
ence for different package sizes when price-per-unit information 
was explicitly provided. When given such information, con- 
sumers switched more heavily to the larger sizes. 


Crucial Test for the Howard-Sheth Model of Buyer 
Behavior, A, SHELBY D. HUNT and JAMES L. 
PAPPAS, August 1972, 346. 


The fundamental characteristics of the Howard-Sheth model 
of buyer behavior are explored and a “‘test”’ of the model reported 
by Farley and Ring is examined. A ‘‘crucial test”’ is then proposed 
to provide an empirical basis for choosing between the Howard- 
Sheth model and a simpler alternative. 


Current Problems in Consumer Behavior Research, 
DAVID T. KOLLAT, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August 1970, 327. 


This article supplements other critical evaluations of consumer 
research by discussing several issues and problems that impede 
the development of a consumer behavior research tradition. 


Dimensions of Marital Roles in Consumer Decision 
Making, HARRY L. DAVID, May 1970, 168. 


Researchers often make oversimplified assumptions about the 
structure of husband-wife roles in consumer decisions and the 
sufficiency of responses from one spouse. Questions about the 
dimensionality of decision roles and the extent of role consensus 
are considered using data reported by husbands and wives on 
relative influence in automobile and furniture purchase decisions. 


Dissonance Model in Post-Decision Product Evalua- 
tion, The, JOEL B. COHEN and MARVIN E. 
GOLDBERG, August 1970, 315. 


Post-decision cognitive reevaluation of instant coffee was 


primarily influenced by confirmation-disconfirmation experience 
with the product. Prior information resulting from brand famil- 
iarity influenced the direction of post-decision reevaluation. 


Dogmatism and Acceptance of New Products, BRIAN 
BLAKE, ROBERT PERLOFF, and RICHARD 
HESLIN, November 1970, 483. 


A two-category typology of new consumer products was used 
to investigate the relationship between consumer personality 
characteristics and acceptance of new products. It was found 
that the influence of a consumer’s dogmatism upon his accep- 
tance of new products was mediated by the type of new product 
presented. 


Dogmatism and Innovation: A Replication, KEN- 
NETH A. CONEY, November 1972, 453. 


See **Diffusion of Innovations” 


Effect of Ecologically Relevant Information on Deter- 
gent Sales, The, KARL E. HENION, February 1972, 
10. 


Shares of market for brands of detergent were changed in 
the predicted direction by informing consumers of phosphate 
content. Results indicated a relative loss for brands high in 
phosphate and a gain for those lower in phosphate. 


Effects of Subliminal Stimulation on Drive Level and 
Brand Preference, The, DEL HAWKINS, August 
1970, 322. 


This article reviews and clarifies the main concepts associated 
with subliminal research and develops and tests a theoretical 
explanation of the effects of subliminal stimulation. Basic drive 
arousal was predicted and achieved but attempts to form sublim- 
inal associations with behavioral consequences proved futile. 


**Empirical’’ Specification of a Buyer Behavior Model, 
JOHN U. FARLEY and L. WINSTON RING, 
February 1974, 89. 


See *‘Attitude Theory Research” 


Empirical Test of the Howard-Sheth Model of Buyer 
Behavior, An, JOHN U. FARLEY and L. WIN- 
STON RING, November 1970, 427. 


See **Econometric Models” 


Evaluation of the Expectancy Value Model of Attitude 
Measurement for Physician Prescribing Behavior, 
An, GILBERT D. HARRELL and PETER D. 
BENNETT, August 1974, 269. 


See **Attitude Theory Research’”’ 


Experimental Study of Industrial Buyer Behavior, An, 
RICHARD N. CARDOZO and JAMES W. CAG- 
LEY, August 1971, 329. 


This article describes a buying game used in studying the 
industrial buying process in controlled experiments. Results 
indicate that purchasers have clear preferences for types of 
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bidders and bids and are influenced by the amount and type 
of risk. It may be possible to segment industrial markets on 
the basis of identifiable behavior patterns. 


Exploratory Assessment of Situational Effects in 
Buyer Behavior, An, RUSSELL W. BELK, May 
1974, 156. 


Circumstances, contexts, or situations are often cited but 
rarely examined as explanations for unpredicted behaviors. This 
article reports an exploration of the amounts and patterns of 
variance in selected purchase decisions as a function of con- 
sumption and purchase context. Results for the two product 
categories studied reveal sizable situational effects. 


Family Buying Decisions: A Cross-Cultural Perspec- 
tive, DONALD J. HEMPEL, August 1974, 295. 


This study presents cross-cultural comparisons by husband- 
wife interaction in specific house-buying decisions. The data 
were obtained from two surveys of recent home buyers in 
Connecticut and Northwest England. The findings indicate that 
the perceived roles vary more by sex of the respondent and 
Stage in the decision process than by the cultural context of 
the purchase. 


Family Purchase Decision Making and the Process 
of Adjustment, ELI P. COX, III, May 1975, 189. 


Research from social psychology, sociology, and marketing 
suggests the importance of the process of adjustment in family 
purchase decision making. Further empirical support is provided 
by a cross-sectional study, which also indicates the superiority 
of family life cycle over length of marriage as an independent 
variable. 


Feminine Role Perception and Family Purchasing 
Decisions, ROBERT T. GREEN and ISABELLA 
C. M. CUNNINGHAM, August 1975, 325. 


The changing role of women in U.S. society will be manifested 
in several aspects of male-female behavior. This study compares 
family decision-making patterns under different conditions of 
female role perception. The findings suggest differences between 
contemporary and traditional families, particularly within age 
and income categories. 


Fishbein and Brand Preference: A Reply, FRANK 
M. BASS, November 1972, 461. 


See **Attitude Theory Research” 


Group Influence on Brand Choice Congruence, 
ROBERT E. WITT and GRADY D. BRUCE, 
November 1972, 440. 


Group brand choice congruence can be partially explained 
in terms of group structure and the symbolic involvement of 
products in the interpersonal situation in which they are pur- 
chased and used. Predictor correlates were found to be situation- 
specific rather than generalizable across products. 


Heredity, Personality Traits, Product Attitude, and 
Product Consumption—An Exploratory Study, 
ARNON PERRY, November 1973, 376. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1975 


The article focuses on two questions: To what extent can 
the attitude toward and the consumption of alcohol, cigarettes, 
and coffee be explained by a genetic factor? and To what extent 
can heredity be the link between two personality traits, anxiety 
and exttraversion-introversion, and the attitude toward and the 
consumption of these three products? 


How Are Laggards Different? An Empirical Inquiry, 
KENNETH UHL, ROMAN ANDRUS, and 
POULSEN, February 1970, 51. 


iffusion of Innovations” 


ife Influence in Purchase Decision—A 
Confirmation and Extension, ROBERT E. 
WILKES, May 1975, 224. 


This limited study confirms Davis’s conclusion that global 
measures and the Blood and Wolfe index are poor indicators 
of relative spousal influence in purchase decisions. In addition, 
the value of the multitrait, multimethod approach has been 
verified. 


Identification of Determinant Attributes: A Compari- 
son of Methods, MARK J. ALPERT, May 1971, 
184. 


See ‘‘Preference Research”’ 


Identifying the Convenience-Oriented Consumer, W. 
THOMAS ANDERSON, JR., May 1971, 179. 


Convenience-oriented consumers currently comprise a sub- 
stantial and growing market about which little is known. Con- 
venience-oriented consumer typologies are identified for patterns 
of convenience food consumption and use of durable goods. 


Identity of Women’s Clothing Fashion Opinion 
Leaders, The, JOHN O. SUMMERS, May 1970, 
178. 


See ‘Diffusion of Innovations”’ 


adustrial Buyers’ Decision-Making Styles, DAVID 
T. WILSON, November 1971, 433. 


This study identified three decision-making styles of industrial 
buyers and found that an individual’s need for certainty appears 
to be an important influence upon choice under conditions of 
uncertainty. 


Industrial Source Loyalty, YORAM WIND, No- 
vember 1970, 450. 


The degree and determinants of source loyalty in the purchase 
of industrial components by an advanced electronics firm are 
examined through the application of multiple regression and 
discriminant analysis to data obtained from company records 
and interviews. 


Information Processing Models of Consumer Behav- 
ior, JAMES BETTMAN, August 1970, 370. 


See *‘Computer Applications” 


Interpersonal Communication in Marketing: An Over- 
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view, JAMES HULBERT and NOEL CAPON, 
February 1972, 27. 


Interpersonal communication in marketing is approached from 
a perspective that focuses on communication signs. A classifica- 
tion scheme is presented and relevant literature surveyed. 
Directions for future research are suggested. 


Majority Effect and Brand Choice, The, JEAN E. 
WEBER and RICHARD W. HANSEN, August 
1972, 320. 


See ‘‘Brand Choice Models”’ 


Measure of Brand Acceptance, A, DAVID A. 
AAKER, May 1972, 160. 


A measure of brand acceptance involves a refinement of the 
usual stochastic model market prediction. Using this measure, 
the elect of consumer promotions and purchasing habits on 
brand acceptance is investigated and a brand health indicator 
is developed. 


Measurement Errors in Reports of Consumer 
Expenditures, JOHN NETER, February 1970, 11. 


See ‘‘Interviewing Methods” 


Measurement of Husband-Wife Influence in Consumer 
Purchase Decisions, HARRY L. DAVID, August 
1971, 305. 


Can wives accurately report who exerts influence in family 
decision? What self-reported measure of purchase influence is 
best? A multitrait-multimethod approach is used to answer these 
questions about the reliability and validity of influence measures. 


Measurement of Multidimensional Brand Loyalty of 
a Consumer, JAGDISH N. SHETH, August 1970, 
348. 


See ‘‘Brand Choice Models”’ 


Model of Multi-Brand Buying, A, A. S. C. EHREN- 
BERG and G. J. GOODHARDT, February 1970, 
77. 


See ‘‘Brand Choice Models”’ 


Models for Responses of Customers With a Constant 
Rate, TAROW INDOW, November 1970, 498. 


In Japan, an article is sometimes sold with a questionnaire 
postcard. Accumulation of cards mailed back from customers 
can be regarded as an initial response from two transfer elements 
in a series, purchasing articles and mailing cards. Successful 
fit of the data was obtained under the assumption that each 
of the intervening steps is a process with a constant rate or 
its combination. 


Models for Responses of Customers With a Varying 
Rate, TAROW INDOW, February 1971, 78. 


This amount and kind of advertising change during a campaign 
and the composite Weibull distribution are useful for clarifying 
advertising effects at any given moment. A number of examples 


are shown from data obtained from a series of telephone surveys 
during two sales campaigns for chocolate. 


More on Testing the Howard-Sheth Model of Buyer 
Behavior, RICHARD J. LUTZ and ROBERT W. 
RESEK, August 1974, 344. 


This criticism of Farley and Ring’s JMR article on the 
Howard-Sheth model of buyer behavior states that their analysis 
was weakened by specification errors, errors in variables, and 
misapplication of the technique itself. 


Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN 
and RICHARD A. WERBEL, November 1973, 404. 


See ‘*Attitude Theory Research’”’ 


Multivariate Analysis of Differences in Buyer Decision 
Time, JOSEPH W. NEWMAN and RICHARD 
STAELIN, May 1971, 192. 


See ‘‘Regression and Other Statistical Techniques” 


Multivariate Analysis of Personality and Product Use, 
DAVID W. SPARKS and W. T. TUCKER, Febru- 
ary 1971, 67. 


See *‘Regression and Other Statistical Techniques”’ 


Nature and Uses of Expectancy-Value Models in 
Consumer Attitude Research, The, JOEL B. 
COHEN, MARTIN FISHBEIN, and OLLI AHTO- 
LA, November 1972, 456. 


See ‘‘Attitude Theory Research” 


New Product Distribution—An Analysis of Supermar- 
ket Buyer Decision, DAVID B. MONTGOMERY, 
August 1975, 255. 


This article explores the relationship between 18 variables 
and a supermarket buyer’s decision to accept or reject a new 
product. One hundred twenty-four new products are analyzed 
by multiple discriminant analysis and a hierarchical threshold 
model termed a ‘“‘gatekeeper’’ analysis. A new method of 
discriminant validation in small samples is also proposed. 


On L and R and HAPPISIMM, JOHN U. FARLEY 
and L. WINSTON RING, August 1972, 349. 


Farley and Ring reply to criticism of their article, stating 
that the major questions involved in applying buyer behavior 
models are not related to technical niceties but to fundamental 
conceptual and operational issues. 


Overlap of Opinion Leadership Across Consumer 
Product Categories, CHARLES W. KING and 
JOHN O. SUMMERS, February 1970, 43. 


See ‘Diffusion of Innovations” 


Perceived Instrumentality and Value Importance as 
Determinants of Attitudes, JAGDISH N. SHETH 
and W. WAYNE TALARZYK, February 1972, 6. 





See **Attitude Theory Research’”’ 


Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August 1970, 364. 


This study investigates differences in risk perception between 
buying by mail and buying from a store and/or salesman. For 
20 products studied, consumers perceived more risk in the 
mail-order situation than in the store /salesman situation. The 
relationship between perceived risk and selected socioeconomic 
variables is examined. Implications for further research are 
explored. 


Perceptual Patterns, Information Handling, and Inno- 
vativeness, ZARREL V. LAMBERT, November 
1972, 427. 


See ‘Diffusion of Innovations” 


Personality and Behavior: A Review, HAROLD H. 
KASSARJIAN, November 1971, 409. 


Marketing researchers have repeatedly attempted to relate 
purchasing behavior, media choice, innovation, and other mar- 
keting phenomena to personality, with varying degrees of suc- 
cess. This article reviews this mass of literature and draws 
some conclusions on the present state of knowledge. 


Personality and Implicit Behavior Patterns, DANIEL 
W. GREENO, MONTROSE S. SOMMERS, and 
JEROME B. KERNAN, February 1973, 63. 


Q-sorts of 38 products were obtained from 190 housewives. 
A cluster analysis of the sorts produced six groups of housewives 
who differ in the emphasis they accord five implicit behavior 
patterns. Using these patterns as a criterion, personality traits 
are used to account for the differences and socioeconomic 
descriptors are used to establish the clusters as meaningful 
segments. 


Personality and Innovation Proneness, JACOB JA- 
COBY, May 1971, 244. 


An experiment was conducted to test the hypothesis that 
low dogmatic individuals tend to be more innovation-prone than 
high dogmatic individuals. The hypothesis was supported and 
implications of these results for the development of promotional 
Strategy in new product introductions are discussed. 


Personality and the Determinants of Product Choice, 
MARK J. ALPERT, February 1973, 89. 


This study measures the extent to which personality traits 
are related to determinant attributes of product choice and 
examines the nature of significant interrelationships, suggesting 
implications for marketing strategy. 


Personality / Life Style and Television Viewing Be- 
havior, KATHRYN E. A. VILLANI, November 
1975, 432. 


This article reports an empirical study designed to provide 
advertisers with information concerning the personality and 
life-style characteristics of television program audiences. The 
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results indicate that audiences are relatively heterogeneous in 
terms of psychographic characteristics. These variables appear 
to be of limited value for describing audience composition on 
predicting viewing behavior. 


Personality Variables and Cigarette Brand Choice, 
JOSEPH N. FRY, August 1971, 298. 


An analysis of smoker personality traits and brand preferences 
identifies relationships of significant magnitude and logical 
direction and highlights the crucial role of moderator variables. 


Post-High Teens and Fashion Innovation, JOHN JAY 
PAINTER and MAX L. PINEGAR, August 1971, 
368. 


See “Diffusion of Innovations” 


Post-Purchase Reinforcement and Back-Out Behavior, 
JAMES H. DONNELLY, JR. and JOHN 
IVANCEVICH, August 1970, 399. 


This study of automobile purchasers indicated that when the 
buyer is provided with positive information about the car he 
purchased between the time the sales contract is drawn up 
and delivery, the tendency to back out of the purchase is 
significantly reduced. 


Prepurchase Information Seeking for New Cars and 
Major Household Appliances, JOSEPH W. NEW- 
MAN and RICHARD STAELIN, August 1972, 249. 


National survey data on the amount of information seeking 
by buyers of new cars and major household appliances were 
analyzed by AID and MCA. The findings lend support to the 
hypothesis that purchase and use of product result in learning 
which later influences buying behavior. 


Price and Choice Behavior, ZARRELL V. LAM- 
BERT, February 1972, 35. 


See “Pricing Research” 


Psychographics: A Critical Review, WILLIAM D. 
WELLS, May 1975, 196. 


This article presents case histories of five somewhat different 
uses of psychographic research, and it critically reviews the 
status of research in this field. 


Purchase Decisions and Group Influence, ROBERT 
E. WITT and GRADY D. BRUCE, November 1970, 
533. 


Purchase decisions have been found to vary in terms of their 
susceptibility to group influence. A promotion-oriented product 
taxonomy structured in terms of socially-oriented promotion 
appeals is proposed. 


Real and Hypothetical Shop Situations in Market , 
Research, ANDRE GABOR, CLIVE W. J., 
GRANGER, and ANTHONY P. SOWTER, August 
1970, 355. 


The hypothetical shop situation method is widely used bn 
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market research, but does not seem to have been previously 
tested by simultaneous observations of purchasing behavior in 
shops. A project which included such a comparison was carried 
out by the authors and has led to conclusions concerning the 
applicability of the method. 


Relationship Between Anxiety and Positive and Nega- 
tive Advertising Appeals, The, JOHN J. WHEAT- 
LEY and SADAOMI OSHIKAWA, February 1970, 
85. 


See *‘Advertising and Media Research”’ 


Reply to Comments on the Nature and Uses of 
Expectancy-Value Models in Consumer Attitude 
Research, JAGDISH N. SHETH, November 1972, 
462. 


See ‘Attitude Theory Research” 


Reply to the Response to Bass, Talarzyk, and Sheth, 
W. WAYNE TALARZYK, November 1972, 465. 


See ‘‘Attitude Theory Research” 


Self-Concept and Significant Others, EDWARD L. 
GRUBB and BRUCE L. STERN, August 1971, 382. 


The relationship of significant others’ perceptions of ‘‘gener- 
alized users”’ of a brand to the users’ perceptions of self-concept 
and the brand is investigated. The results indicate a significant 
level of congruence of perceptions and, therefore, the likelihood 
of self-enhancement for the brand user taking place in the 
interaction process. 


Self-Confidence and Persuasibility: One More Time, 
RAYMOND A BAUER, May 1970, 256. 


Bauer replies to Schuchman and Perry’s recent JMR article 
and discusses the relationships between persuasibility and self- 
confidence in recent work. 


Shopping Behavior, Expenditure Patterns, and Inner- 
City Food Prices, DONALD F. DIXON and DAN- 
IEL J. MCLAUGHLIN, JR., February 1971, 96. 


This research project extends the investigation reported in 
an earlier JMR article that found differentials in shelf prices 
between food stores in different income areas. This study showed 
that the poor do pay more for food. 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, JR., February 1970, 111. 


This study examines the relationship between the behavioral 
attribute ‘‘social character’’ and the acceptance of product 
innovations. Social character is defined as falling along a 
continuum from inner to other-directed. 


Socially Distant Reference Groups and Consumer 
Aspirations, A. BENTON COCANOUGHER and 
GRADY D. BRUCE, August 1971, 379. 


The influence of socially distant reference groups of the 
formation of consumer aspirations is examined in terms of two 


predictors: the individual’s attraction to group activities and 
his attraction to group members. 


Spurious Correlations that Result From ‘‘Awareness 
vs. Usage’’ Type Regressions, DONALD G. 
MORRISON and DONALD J. GLUCK, August 
1970, 381. 


See ‘‘Regression and Other Statistical Techniques” 


Stability of Appliance Brand Awareness, GEORGE 
S. DAY and ROBERT W. PRATT, JR., February 
1971, 85. 


This panel study found a great deal of change in appliance 
brand awareness over six months. Further analysis indicated 
that spurious sources of change dominated true change. These 
findings have some important implications for researchers and 
managers using awareness change to evaluate marketing pro- 
grams. 


Stages of Consumer Decision Making, TERRENCE 
O’BRIEN, August 1971, 283. 


This article examines the hierarchy of effects description of 
consumer decision making using cross-lagged correlations, a 
recently developed technique for establishing causal relations 
among variables over time. Data are from a five-month panel 
of housewives reporting on two brands of a convenience food, 
and results tend to confirm the hierarchy of effects. 


Students as Subjects in Consumer Behavior Experi- 
ments, BEN M. ENIS, KEITH K. COX, and 
JAMES E. STAFFORD, February 1972, 72. 


See *‘Sampling”’ 


Structure of Consumer Choice Processes, The, 
JAMES R. BETTMAN, November 1971, 465. 


Comparing different information processing models of the 
same consumers’ decisions and utilizing findings from clinical 
judgment studies give information about the structure of con- 
sumer choice processes. Cue consistency and conditional models 
are discussed and a general paradigm for choice under uncertainty 
is proposed. 


Supplier Selection in an International Environment— 
An Experimental Study, HAKAN HAKANSSON 
and BJORN WOOTZ, February 1975, 46. 


This experiment indicates the important influence of the 
location of the supplier when the industrial purchases selects 
a supplier. The results also indicate, contrary to interview studies, 
that price is a more important decision variable than quality. 


Theory of Stochastic Preference and Brand Switching, 
The, FRANK M. BASS, February 1974, 1. 


See ‘‘Brand Choice” 


COMPUTER ABSTRACTS 


A FORTRAN IV (IBM 360) Program for Multivariate 
Profile Analysis, YVAN ALLAIRE, ALVIN J. 





526 


SILK, and WING HING TSANG, February 1973, 
81. 


ADBASE: A Program for Analyzing Multiple Objec- 
tive Linear Programming Problems, RALPH E. 
STEUER, November 1975, 454. 


BAYES: Bayesian Sample Size Determination In Situ- 
ations Involving Binomial Sampling, JAMES W. 
GENTRY, November 1975, 455. 


CANCOR: Program for Canonical Correlations of 


Three or More Sets of Variables, ARUN K. JAIN, | 


February 1972, 69. 


CASPER: A Program for Selecting Business Journals 
for Research Use, PAUL W. HAMELMAN and 
EDWARD M. MAZZE, November 1974, 444. 


CLUSTSIZ: A Program for the Quality of Clustering 
a Set of Objects, JOHN O. McCLAIN and VITHA- 
LA R. RAO, November 1975, 456. 


Coefficient of Reliability Alpha, GIDEON VIGDER- 
HOUS, May 1974, 194. 


COMCOD: Computation of Cognitive Differentiation 
Scores, ROBERT J. HILTERMAN and JACK M. 
FELDMAN, August 1974, 313. 


Computer Program Abstract for SYMAP: Synagraphic 
Mapping System, JACK S. WOLF, February 1970, 
105. 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May 1971, 224. 


Content Analysis by Word Group, PETER KRANZ, 
August 1970, 377. 


COSCAL: Program for Metric Multidimensional Scal- 
ing, LEE G. COOPER, May 1972, 201. 


DATAEDIT: A Generalized Edit Program for Re- 
search Data, JIM C. WETHERBE, November 
1975, 456. 


DISTAN: A Subroutine for Converting Zip Code Data 
to Distance, RANDALL G. CHAPMAN, February 
1974, 86. 


DISTSIM: A Computer Simulation of a Distribution 
System, FREDERICK E. WEBSTER, JR., May 
1972, 202. 


Fitting Parameters to Complex Models by Direct 
Search, THEODORE VAN WORMER and DOYLE 
WEISS, November 1970, 503. 


FORAC, MOD I: Program for Forecast Evaluation 
Statistics, DAVID B. MONTGOMERY, May 1972, 
200. 


FORECAST: Exponential Smoothing Simulation and 
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Alpha Analyzer Program with Options, MICHAEL 
DENNIS GEURTS and KEITH LUKE, May 1974, 
195. 


FRCST: A Statistical Forecasting and Exponential 
Smoothing Program, C. M. BROWN and A. W. 
HAMMOOD, August 1975, 343. 


GERTS-IIIZ: Program for Network Simulation, 
LAURENCE J. MOORE, November 1973, 442. 


GRAFIT: Computer Based Graphics for Interpretation 
of Multivariate Analysis, WILLIAM D. PER- 
REAULT, JR. and WILLIAM R. DARDEN, Au- 
gust 1975, 333. 


GROCUR: Growth Curve Fitting Program Using 
Method of Partial Totals, ANDREW C. RUPPEL 
February 1974, 87. 


ICORE: Interactive Computer Research Exercise, 
ROBERT A. PETERSON, February 1974, 87. 


Improved COFIS: Program for Improved Configural 
Scoring, ANTHONY F. McGANN, NORMAN D. 
FRENCH, and DUNCAN B. MURRAY, August 
1972, 313. 


Information Processing Models of Consumer Behav- 
ior, JAMES R. BETTMAN, August 1970, 370. 


LEESGP: Program for Goal Programming, SANG M. 
LEE, May 1973, 199. 


LH001: A Nonparametric Program for Testing the 
Independence Between Two Vectors, V. PARKER 
LESSIG, JAMES F. HORRELL, and AMRENDRA 
SINGH, November 1973, 443. 


LH002: A Nonparametric Multivariate One-Way 
Analysis of Variance Program, V. PARKER LES- 
SIG, JAMES F. HORRELL, and AMRENDRA 
SINGH, August 1974, 312. 


Limitations of Incremental Search in Media Selection, 
ALLAN D. SHOCKER, February 1970, 101. 


See ‘Advertising and Media Research’”’ 


LINMAP: Linear Programming Techniques for Mul- 
tidimensional Analysis of Preferences, ALLAN D. 
SHOCKER and V. SRINIVASAN, May 1975, 214. 


M3A: Multi-Attribute Attitude Analyzer, THOMAS 
P. HUSTAD, August 1974, 314. 


Marketing Decision-Information Systems: An Emerg- 
ing View, DAVID B. MONTGOMERY and GLEN , 
L. URBAN, May 1970, 226. 


PRESS: A Program for Improving Product Abandon+ 
ment Decisions, PAUL W. HAMELMAN and ED)- 
WARD M. MAZZE, May 1974, 194. 
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PROFIL-MAPTAB: FORTRAN IV Program for Per- 


centaging and Cross-Tabulating Data, JEFFREY A. 
BARACH, February 1972, 70. 


Statistical Test of Multicollinearity: A Computer Pro- 
gram, GIDEON VIGDERHOUS, February 1975, 
82. 


TRI-CHI: A Program for Interpreting Three Dimen- 
sional Contingency Tables Via Log-Linear Models, 
ROGER A. KERIN, WAYNE WOODWARD, and 
JACKIE REEVES, February 1975, 82. 


Q Analysis of Large Samples, RICHARD M. JOHN- 
SON, February 1970, 104. 


REGRES: Multiple Regression Program with Options, 
GARY M. MULLET, TRACY W. MURRAY, and 
KENNETH L. HAMILTON, May 1973, 198. 


Role of the Computer Applications Section: A Reap- 
praisal, The, RALPH L. DAY, February 1971, 90. 


SCALAR 1130 & SCALAR 360: Nonmetric Multidi- 
mensional Scaling, FORREST W. YOUNG and JAY 
R. LEVINSOHN, August 1973, 315. 


SEAFAC II: A Program for Estimating Sales Fore- 
casting Monthly Seasonal Factors When Seasonal 
Patterns are Unstable, MICHAEL D. GEURTS and 
RICHARD TAMASHIRO, November 1974, 445. 


Supermarket Chain Product Mix Decision Criteria: 
A Simulation Experiment, JOHN H. GRASHOF, 
May 1970, 235. 


See ‘‘Retailing and Wholesaling”’ 


Testing Cognitive Models Through Computer Con- 
trolled Experiments, G. DAVID HUGHES and 
JOSE L. GUERRERO, August 1971, 291. 


See ‘‘Attitude Theory Research” 


The Change Agent Game: A Computerized Game in 
BASIC for Use on Time Sharing Terminals, 
CHARLES B. WEINBERG, November 1974, 445. 


Use of GERT in the Planning and Control of Marketing 
Research, The, A. COSKUN SAMLI and CARL 
BELLAS, August 1971, 335. 


DIFFUSION OF INNOVATIONS 


Backward Profiling of Male Innovators, WILLIAM 
R. DARDEN and FRED D. REYNOLDS, February 
1974, 79. 


Male innovative behavior is examined from the perspective 
of a multidimensional conceptualization of the innovator. The 
analysis suggests that the simultaneous study of innovative 
behavior for several product categories yields meaningful bases 
for segmenting male suburbanites. The multidimensional con- 


ceptualization and the analysis approach appear to offer insights 
into the new product diffusion process of suburban males. 


Cautionary Note on Innovative Overlap, A, RONALD 
L. TATHAM and RONALD J. DORNOFF, May 
1973, 224. 


This criticism of Ostlund’s JMR article on overlap involves 
the behavioral aspects of innovation, the validity of the measure- 
ment techniques, and the presentation and interpretation of the 
data. 


Clusters of Consumer Interest and Opinion Leaders’ 
Spheres of Influence, DAVID B. MONTGOMERY 
and ALVIN J. SILK, August 1971, 317. 


See ‘‘Attitude Theory Research”’ 


Degrees of Product Newness and Early Trial, JAMES 
H. DONNELLY, JR. and MICHAEL J. ETZEL, 
August 1973, 295. 


Although numerous demographic and behavioral charac- 
teristics have been associated with early triers, little research 
has been done examining the relationship between early trial 
and product attributes. This study suggests that the degree of 
newness of a product is a maj. factor in determining who 
tries it. 


Dimensions of Opinion Leadership, JAMES H. 
MYERS and THOMAS S. ROBERTSON, February 
1972, 41. 


Opinion leadership has been studied intensively but rather 
narrowly in most studies to date. An attempt is made here 
to broaden the scope of coverage in order to learn about many 
dimensions or aspects of this phenomenon as it applies to a 
single population at a particular point in time. 


Dogmatism and Innovation: A Replication, KEN- 
NETH A. CONEY, November 1972, 453. 


This study replicates a recent research effort that predicted 
and supported the hypothesis that low dogmatic individuals tend 
to be more innovation-prone than high dogmatic individuals. 


Exploration of Variables Inherent in Adopting an 
Industrial Product, MICHAEL P. PETERS and M. 
VENKATESAN, August 1973, 312. 


This study explores the characteristics of adopters and non- 
adopters of a small computer. The findings indicate that variables 
such as perceived risk, specific self-confidence, education, 
number of jobs held, size of firm, type of industry, and prior 
EDP equipment of service used were related to the adoption 
process. 


Further Caution: It’s Innovativeness Overlap, A, 
LYMAN E. OSTLUND, May 1972, 225. 


Ostlund replies to criticism of his article by presenting addi- 
tional evidence using an innovativeness measure based on 
recalled purchase. He shares Tatham and Dornoff’s concern 
about the definitional issues and calls for additional work in 
this area. 
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Five Dimensions of the Industrial Adoption Process, 
URBAN B. OZANNE and GILBERT A. CHUR- 
CHILL, JR., August 1971, 322. 


A model of the industrial adoption process forms the concep- 
tual framework for an analysis of the purchase of a machine-tool 
innovation. This article explores five aspects of the industrial 
adoption process. 


Generalized Change Agents and _ Innovativeness, 
JOHN O. SUMMERS, August 1971, 313. 


This article analyzes the relationship between innovativeness 
and opinion leadership and the extent and character of general- 
ized innovativeness. The data suggest these relationships vary 
with product categories of interest. 


Yow Are Laggards Different? An Empirical Inquiry, 
KENNETH UHL, ROMAN ANDRUS, and 
LANCE POULSEN, February 1970, 51. 


The concern in this article is with laggards, the persons who 
are last to adopt an offering. Two measures were used to identify 
laggard food buyers of new grocery products. Then various 
univariate tests and a multivariate test, discriminant analysis, 
were sed to help distinguisk correlates of laggards and their 
behavior. 


Identity of Women’s Clothing Fashion Opinion 
Leaders, The, JOHN O. SUMMERS, May 1970, 
178. 


This article analyzes the characteristics of women’s clothing 
fashion opinion leaders. The data suggest that substantial dif- 
ferences exist between fashion opinion leaders and non-leaders 
on a wide variety of demographic, sociological, attitudinal, 
communication, and fashion involvement measures. 


Innovation in the Service Sector: Some Empirical 
Findings, ROBERT T. GREEN, ERIC LAN- 
GEARD, and ALICE C. FAVELL, August 1974, 
323. 


This article presents the results of a study which examined 
the characteristics of grocery product innovators and retail 
service innovators and the overlap that exists between the two 
groups. Retail service innovators were found to possess many 
more distinguishing characteristics than grocery product innova- 
tors; however, significant overlap was found between the two 
groups. 


Innovative Communicator in the Diffusion Process, 
The, STEVEN A. BAUMGARTEN, February 1975, 


12. 


Both innovativeness and opinion leadership have been exten- 
sively investigated in past research. This article profiles the 
characteristics of ‘‘innovative communicators’’—consumers 
who are both innovators and opinion leaders. The results yield 
implications for more effectively directing fashion advertising 
at this influential segment. 


Methodology for Identifying Innovator Characteristics 
of New Brand Purchases, JAMES H. DONNELLY 
and JOHN M. IVANCEVICH, August 1974, 331. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1975 


This study demonstrates a method for identifying innovator 
characteristics of new brand purchasers. The study examines 
one behavioral characteristic of the purchasers of a new model 
automobile during four different time periods and then compares 
these purchasers with purchasers of new versions of similar 
established models during the same four time periods. 


Mutually Adaptive Effects of Interpersonal Commu- 
nication, FRED D. REYNOLDS and WILLIAM 
R. DARDEN, November 1971, 449. 


By adding a new dimension—information seeking—to the 
traditional way of measuring opinion leadership, this article 
suggests an additional conceptualization of interpersonal com- 
munication and influence. 


Note on Optimal Adopter Category Determination, 
A, ROBERT A. PETERSON, August 1973, 325. 


A method is presented for deriving empirically adopter catego- 
ries for certain types of innovations, but other applications (e.g., 
to segment any ordered vector of numbers) are possible. 


Overlap of Opinion Leadership Across Consumer 
Product Categories, CHARLES W. KING and 
JOHN O. SUMMERS, February 1970, 43. 


This article analyzes the overlap of opinion leadership across 
six broad product categories; its data suggest substantial over- 
lap—particularly across those product categories of similar 
interest. 


Overlap of Opinion Leadership Across Consumer 
Product Categories, SEYMOUR SUDMAN, May 
1971, 258. 


Sudman takes issue with King and Summers’ conclusions 
that opinion leadership is a common phenomenon and that 
opinion leadership overlap across consumer product categories 
is high. 


Overlap of Opinion Leadership: A Reply, JOHN O. 
SUMMERS and CHARLES W. KING, May 1971, 
259. 


Summers and King contend that the existence of opinion 
leadership overlap in their data was not contingent on response 
bias. 


Perceptual Patterns, Information Handling, and Inno- 
vativeness, ZARRELL V. LAMBERT, November 
1972, 427. 


This study investigates consumers’ acquisition and interper- 
sonal transmittal of information on new products, their percep- 
tions of new items, and their perception of themselves as 
innovative purchasers of new, inexpensive, mass-marketed 
products. 


Personality and Innovation Proneness, JACOB JA- 
COBY, May 1971, 244. 


See **Buyer Behavior” 


Personality Correlates of Innovative Buying Behavior 
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GRADY D. BRUCE and ROBERT E. WITT, May 
1970, 259. 


Bruce and Witt comment on Robertson and Myers’ recent 
JMR article on a study investigating hypothesized relationships 
of standardized personality traits to opinion leadership and 
innovative behavior. Bruce and Witt argue that such relationships 
should not be dismissed when only one possible way of examining 
the question has been explored. 


Personality Correlates of Innovative Buying Behavior: 
A Reply, THOMAS S. ROBERTSON and JAMES 
H. MYERS, May 1970, 260. 


Robertson and Myers, in a rejoinder to Bruce and Witt’s 
comment on their recent JMR article, focus their reply on the 
design of their research investigation and the appropriate use 
of regression analysis with a continuous dependent variable. 


Post-High Teens and Fashion Innovation, JOHN JAY 
PAINTER and MAX L. PINEGAR, August 1971, 
368. 


This is a study of six predictors (education, income, eccupa- 
tion, organization membership, readership, and inner /other-di- 
rectedness) of clothing innovation among post-high school teen 
women. 


Predicting Opinion Leadership for Men’s Apparel 
Fashions, WILLIAM R. DARDEN and FRED D. 
REYNOLDS, August 1972, 324. 


Opinion leadership for male fashions is examined across three 
subcultures. Stepwise regression is used to determine predictive 
variables in each case; clothing venturesomeness and fashion 
interest proved to be the best predictors of personal influence. 
A pretested self-designation scale was used in measuring male 
fashion influence. 


Problem Solving and Trial Use in the Adoption 
Process, FRED D. REYNOLDS, February 1971, 
100. 


This article raises questions about the rural sociologists’ model 
of adoption of innovations, suggests extension of the basic model 
needed in marketing, and presents empirical findings supporting 
the suggested modifications. 


Social Character and Acceptance of New Products, 
JAMES H. DONNELLY, JR., February 1970, 111. 


See ‘Buyer Behavior” 


Study of Innovativeness Overlap, A, LYMAN E. 
OSTLUND, August 1972, 341. 


Little attention has been given to measuring the extent of 
innovativeness overlap across product categories. Following the 
generally accepted methodology for assessing opinion leadership 
overlap, this article reports findings concerning overlap for six 
new products. 


Word-of-Mouth Communication in the Industrial 
Adoption Process, JOHN A. MARTILLA, May 
1971, 173. 


Research conducted in three industrial markets indicates that 
word-of-mouth communication within firms is an important 
influence in the later stages of the adoption process. Opinion 
leaders were found to be more heavily exposed to impersonal 
sources of information than other buying influentials in the firm. 


Word-of-Mouth Processes in the Diffusion of a Major 
Technological Innovation, JOHN A. CZEPIEL, 
May 1974, 172. 


This article presents a microanalytic study of the use of 
word-of-mouth among decision makers in competitive firms in 
the diffusion of a major technological innovation. Results indi- 
cate that an active, functioning informal communications net- 
work linked the firms and was in active use in the diffusion 
process. 


ECONOMETRIC MODELS 


Alternative Econometric Models of Sales-Advertising 
Relationships, VITHALA R. RAO, May 1972, 177. 


Alternative econometric models of advertising-sales relation- 
ships for cigarettes were evaluated by 5 methods of estimation 
and 4 ways of specifying dependent variables. The criteria were 
the adjusted square of the multiple correlation coefficient and 
mean absolute percentage error. 


Analysis of Competitive Market Behavior, An, 
FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May 1974, 151. 


See ‘Advertising and Media Research” 


Application of Econometric Models to International 
Marketing, An, J. SCOTT ARMSTRONG, May 
1970, 190. 


Currently available econometric techniques provide useful 
information for measuring international markets. A key aspect 
of these techniques is the use of an extensive a priori analysis, 
which is demonstrated in a study of the international market 
for still cameras. 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR. February 
1974, 109. 


One source of difficulty in estimating the sales effects of 
advertising and pricing is the existence of market segments with 
differing responses to market policies. This article describes 
a procedure to couple cluster analysis and regression analysis 
to obtain improved estimates of marketing policy effects and 
of sales. 


Computer On-Line Marketing Mix Model, A, JEAN- 
JACQUES LAMBIN, May 1972, 119. 


This approach to developing and implementing a dynamic, 
competitive marketing mix model for a major oil company 
combined econometric methods, simulation techniques, and 
subjective judgments. Regression coefficients provided esti- 
mates of the response functions of the different inputs. 
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Concerning the Logical Consistency of Mu!tivariate 
Market Share Models, NEIL E. BECKWITH, Au- 
gust 1973, 341. 


Beckwith’s reply to the criticism of his JMR article centers 
around two basic questions: (1) whether a linear stochastic 
process could have generated the sum-constrained data, and 
(2) whether a linear model can predict sum-constrained estimates 
of the dependent variable. He does not believe that Naert and 
Bultez have jeopardized the conclusions of the original study. 


Consumer Brand Choice—A Random Walk? RAY- 
MOND J. LAWRENCE, August 1975, 314. 


See ‘‘Brand Choice Models”’ 


Cross-Sectional, Time-Series Issues in the Analysis 
of Marketing Decision Variables, MARK 
MORIARITY, May 1975, 142. 


A variance components cross-sectional, time-series model is 
presented for use in the analysis of marketing decision variables. 
Empirical results suggest that the model’s disaggregative form 
offers advantages for policy formulation particularly where 
regional fluctuations in market share are significant. 


Crucial Test for the Howard-Sheth Model of Buyer 
Behavior, A, SHELBY D. HUNT and JAMES L. 
PAPPAS, August 1972, 346. 


See ‘‘Buyer Behavior” 


Empirical Test of the Howard-Sheth Model of Buyer 
Behavior, An, JOHN U. FARLEY and L. WIN- 
STON RING, November 1970, 427. 


The Howard-Sheth buyer behavior model was cast in the 
form of a multiple-equation regression model for testing data 
on a grocery product in a specific market. Estimated structural 
parameters were generally consistent with the model’s predic- 
tions, but some goodness-of-fit measures were weak. The model 
was useful for organizing this analysis of consumer behavior, 
but the test put extreme pressure on the data. Considerably 
improved data will be needed before the full empirical potential 
of such models will be realized. 


The Importance of Halo Effects in Multi-Attribute 
Attitude Models, NEIL E. BECKWITH and DON- 
ALD R. LEHMANN, August 1975, 265. 


See ‘‘Attitude Theory Research’’ 


Logically Consistent Market Share Models, PHI- 
LIPPE A. NAERT and ALAIN BULTEZ, August 
1973, 334. 


This article analyzes the restrictions on explanatory variables, 
parameters, and disturbances imposed by sum-constrained 
dependent variables. The particular issue of logical consistency 
of market shares models is then examined. 


Market Measurement and Planning with a Simultane- 
ous-Equation Model, RANDALL L. SCHULTZ, 
May 1971, 153. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1975 


In a recently developed marketing planning model, demand 
and market share response functions are estimated from empiri- 
cal data for airlines in one two-city market. These structures 
are then utilized in a normative model of marketing decision 
making. The results show profit-maximizing levels for number 
of flights and dollars of advertising. 


Market Segment Response to the Marketing Decision 
Variables, JOHN M. McCANN, November 1974, 
399. 


This article presents the results of an econometric analysis 
of panel data directed toward the measurement of differential 
responsiveness of market segments to changes in advertising 
expenditures, price, and the level of dealing. Evidence is found 
for considerable differences in levels of response and the 
managerial implications of these differences are investigated. 


Market Share Theorem, A, DAVID E. BELL, RALPH 
E. KEENEY, and JOHN D. C. LITTLE, May 1975, 
136. 


Many marketing models use variants of the relationship: 
Market share equals marketing effort divided by total marketing 
effort. Replacing marketing effort with its resulting ‘‘attraction,”’ 
the relationship is derived from the assumptions: (1) attraction 
is nonnegative, (2) equal attractions imply equal shares, and 
(3) a seller’s share is affected the same if the attraction of 
any other seller increases a fixed amount. 


Model of Intermediate Market Response, A, DOUG- 
LAS L. MacLACHLAN, November 1972, 378. 


See ‘‘Brand Choice Models”’ 


More on Testing the Howard-Sheth Model of Buyer 
Behavior, RICHARD J. LUTZ and ROBERT W. 
RESEK, August 1972, 344. 


See *‘Buyer Behavior” 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February 1974, 50. 


See ‘‘Advertising and Media Research” 


Note on a Simultaneous-Equation Regression Study 
of Advertising and Sales of Cigarettes, A, LUIS 
V. DOMINGUEZ and ALBERT L. PAGE, August 
1971, 386. 


This note deals with replication of a previous study by Bass 
of advertising and cigarette sales, but using the original model 
and data the same results were not obtained. 


On L and R and HAPPISIMM, JOHN U. FARLEY 
and L. WINSTON RING, August 1972, 349. 


See ‘‘Buyer Behavior” 


Parameter Estimation for a Multiplicative Competitive 


Interaction Model—Least Squares Approach, 
MASAO NAKANISHI and LEE G. COOPER, 
August 1974, 303. 
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Least squares estimation techniques are developed for a special 
multiplicative model based on the Luce choice axiom whose 
potential usefulness in marketing applications justifies estimation 
techniques which can be easily implemented. 


Predicting Bank Deposits and Loans, G. DAVID 
HUGHES, February 1970, 95. 


See ‘Regression and Other Statistical Techniques” 


RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May 1973, 153. 


A prediction method for two-dimensional forecasts similar 
to the RAS method developed for the adjustment of input-output 
coefficients is presented and applied to real data. In addition, 
a useful decomposition of the prediction error, based on in- 
formation theory concepts, is suggested to trace the primary 
sources of error. 


Sales—Advertising Cross-Elasticities and Advertising 
Competition, DARRAL G. CLARKE, August 1973, 
250. 


See ‘*Advertising and Media Research’”’ 


Testing vs. Estimation in Simultaneous-Equation Re- 
gression Models, FRANK M. BASS, August 1971, 
288. 


This reply to Dominguez and Page demonstrates the value 
of model testing prior to estimation. Traditionally, the focus 
in testing theory has been on uncertainty about the parameters 
and not upon the uncertainty about the theory. 


FORECASTING 


Advertising and Promotion Effects on Consumer Re- 
sponse to New Products, MASAO NAKANISHI, 
August 1973, 242. 


See ‘‘Advertising and Media Research’”’ 


Application of a Modified Linear Learning Model of 
Buyer Behavior, GARY L. LILIEN, August 1974, 
279. 


The performance of a stochastic model of individual buyer 
behavior relative to a set of gasoline diary panel data is explored. 
Use of the model for pricing decision making under a set of 
assumptions about competitive behavior in a market situation 
is discussed and illustrated through the use of numerical exam- 
ples. 


Application of the Bass Model in Long-Term Product 
Forecasting, An, WELLESLEY DODDS, August 
1973, 308. 


See *‘Buyer Behavior” 


Bayesian Approach to Forecasting the Effects of 
Atypical Situations, A, JAMES E. REINMUTH and 
MICHAEL D. GEURTS, August 1972, 292. 


A model is offered for conditioning a forecast during periods 
when a time series exhibits atypical behavior. The model is 
based on a Bayesian approach, requiring the assessment of a 
probability distribution to the proportionate change believed to 
result from the impending atypical situation. 


Dynamic Forecasts of New Product Demand Using 
a Depth of Repeat Model, GERALD J. ESKIN, 
May 1973, 115. 


A depth of repeat model is presented that can forecast the 
demand for new consumer products. The relation of the model 
to other forecasting models is noted. Data analysis, estimation 
procedures, and the observed accuracy of forecasts are dis- 
cussed. 


Error in Judgmental Sales Forecasts: Theory and 
Results, RICHARD STAELIN and RONALD E. 
TURNER, February 1973, 10. 


Subjective judgmental forecasts by knowledgeable persons 
are often used to obtain aggregated forecasts. The total forecast 
error results from two effects: the error associated with each 
particular estimate and the covariance between estimates. A 
behavioral model is presented and then data from two industrial 
situations and one controlled experiment are analyzed to deter- 
mine the significance of both sources of errors. 


Estimating Consumer Preferences for a New Durable 
Brand in an Established Product Class, ADRIAN 
B. RYANS, November 1974, 434. 


See ‘‘Brand Choice Models” 


Experiment in Delphi Estimation in Marketing Deci- 
sion Making, An, ROGER J. BEST, November 1974, 
448. 


Twenty-eight subjects participated in a field experiment de- 
signed to investigate the effects of expertise, written explanation, 
and feedback in Delphi estimation. Expertise and feedback were 
found to be significant factors in all tasks while written explana- 
tion was significant in only one of three judgment tasks. 


Improving Sales Forecasts for Appliances, HOY F. 
CARMAN, May 1972, 214. 


Time series and cross-sectional data are combined in an attempt 
to improve sales forecasting equations for major electrical 
appliances. Results show increased precision for two of five 
equations plus the ability to better estimate the separate effects 
of traditional demand components on sales. 


Laboratory Experiments For Estimating Consumer 
Demand: A Validation Study, JOHN R. NEVIN, 
August 1974, 261. 


This article assesses empirically the extent to which the 
simulated shopping and paired-preference laboratory experi- 
ments generate externally valid estimates of consumers’ reac- 
tions to price changes in the marketplace. The question of 
whether the product class under consideration affects the exter- 
nal validity of the laboratory generated demand estimates is 
also examined. 
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New Product Forecasting Using Consumer Panels, 
DAVID H. AHL, May 1970, 160. 


With the increased importance of bringing successful new 
products to the marketplace, it is critical that research techniques 
to provide a timely indication of progress be developed. This 
article discusses such a technique using data from a consumer 
diary panel. 


Price Forecasting and Strategic Planning: The Case 
of Petrochemicals, ROBERT B. STOBAUGH and 
PHILLIP L. TOWNSEND, February 1975, 19. 


Consistent declines in ‘‘value added’’ by manufacters of 
petrochemicals (for which price is used as a proxy) is caused 
by the competitive factors of number of manufacturers and 
product standardization and the technological factors of produc- 
tion experience and static scale. These relationships imply 
Strategic options available in the pricing of petrochemicals. 


RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May 1973, 153. 


See *‘Econometric Models”’ 


Theil’s Forecast Accuracy Coefficient: A  Clarifi- 
cation, FRIEDHELM BLIEMEL, November 1973, 
444. 


Theil’s coefficient of inequality is often proposed in marketing 
literature as a measure to evaluate forecasting accuracy. This 
article shows that there are different versions and different 
interpretations possible for this coefficient, and that the most 
often recommended version has the least information value. 


Use of Input/Output Concepts in Sales Forecasting, 
ELLIOT D. RANARD, February 1972, 53. 


This article presents a case study of how input / output concepts 
can assist in forecasting industry growth and product markets 
by using aggregate economic analysis. The effect of different 
economic forecasts on the growth of industrial markets is also 
indicated. 


INFORMATION PROCESSING 


Analysis of Effects of Information Load, WILLIAM 
L. WILKIE, November 1974, 462. 


See **Brand Choice Models” 


Authorization, Control, and Evaluation of Marketing 
Research Projects, DIK TWEDT, February 1975, 
86. 


Companies vary widely in the degree to which they formalize 
management functions of authorization, control, and evaluation 
of marketing research projects. This article suggests that a 
minimum system should include at least five elements. 


Brand Choice Behavior as a Function of Information 
Load, JACOB JACOBY, DONALD E. SPELLER, 
and CAROL A. KOHN, February 1974, 63. 


See **Brand Choice Models” 
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Cognitive Processes Mediating Acceptance of Adver- 
tising, The, PETER L. WRIGHT, February 1973, 
53. 


See *‘Advertising and Media Research’”’ 


Comparison of Linear and Nonlinear Evaluation 
Process Models, A, BERNARD PRAS and JOHN 
SUMMERS, August 1975, 276. 


The findings of a comparative analysis of linear and nonlinear 
evaluation process models using 3 (number of models) x 3 
(levels of number of attributes) x 2 (levels of ‘‘acceptability”’ 
of alternatives) factorial design are reported. The results suggest 
nonlinear models may provide important vehicles for under- 
standing consumer preference formation. 


Consumer Choice Strategies: Simplifying Vs. Opti- 
mizing, PETER WRIGHT, February 1975, 60. 


Designing effective marketing programs requires forecasting 
the choice strategy a consumer will use in a given decision 
environment. Both simplifying and optimizing considerations 
may affect the strategy used. This study found individuals’ 
perceptions of different strategies as simplifiers and optimizers 
varied, with number of options being reviewed operating as 
a moderator. 


Decision-Making Role and Information Processing, 
MICHAEL B. MAZIS, November 1974, 447. 


This study explores the applicability of the concept of cognitive 
turning in explaining differences in information processing by 
decision makers and non-decision makers. Evidence was collect- 
ed to test the proposition that decision makers prefer novel 
information while non-decision makers prefer familiar informa- 
tion. 


Elimination of Phosphate Detergents and Psycholo- 
gical Reactance, MICHAEL B. MAZIS, ROBERT 
B. SETTLE, and DENNIS C. LESLIE, November 
1973, 390. 


See “Attitude Theory Research” 


Experiment in Delphi Estimation in Marketing Deci- 
sion Making, An, ROGER J. BEST, November 1974, 
448. 


See ** Forecasting” 


Informal Communication in Industrial Markets, 
FREDERICK E. WEBSTER, JR., May 1970, 186. 


Interviews with industrial buyers failed to identify a significant 
amount of word-of-mouth communication in industrial markets 
and suggested a key role for manufacturers’ salesmen. 


Information Processing and Decision Making in Mar- 
keting Organizations, JAMES HULBERT, JOHN 
U. FARLEY, and JOHN A. HOWARD, February 
1972, 75. 


A systematic method for obtaining flowcharted descriptions 
of information-processing and decision-making systems ig the 
marketing organization is described. The charts proved to be 
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an economical and communicative way of describing these key 
organizational processes. 


Information Processing Capacity and Attitude Mea- 
surement, JAMES HULBERT, February 1975, 104. 


The problem of the appropriate number of scale points is 
approached from the perspective of limits on the respondent’s 
information processing capacity. Results suggest that such limits 
exist, but are only liable to product difficulty when the number 
of stimulus items is large. 


Laboratory Measurement of Response to Consumer 
Information, FREDERICK W. WINTER, No- 
vember 1975, 390. 


Laboratory experimental procedures were employed in con- 
junction with objective measures of information adoption to 
study consumer responsiveness to price information. Findings 
suggest that information adoption is facilitated when the in- 
formation is perceived as new by consumers and is presented 
in a simplified format; evidence also indicates that a situational 
variable, time cost, plays a significant role in information 
adoption. 


Less Information is Better? JOHN O. SUMMERS, 
November 1974, 467. 


See **Brand Choice Models” 


New Product Distribution—An Analysis of Supermar- 
ket Buyer Decision, DAVID B. MONTGOMERY, 
August 1975, 255. 


See *‘Buyer Behavior” 


On the Robustness of Multidimensional Scaling Tech- 
niques, PAUL E. GREEN, February 1975, 73. 


Multidimensional scaling techniques are examined from the 
standpoint of their vulnerability to error. In particular, an 
integer-rank transformation is shown to provide a useful proce- 
dure for dealing with nonlinearities in the case of metric MDS. 


Product Priorities Within a Multiple-Product Market- 
ing Organization, RONALD E. TURNER, May 
1974, 143. 


Management's difficulties in allocating marketing funds in 
multiple-product companies are explored via a normative analy- 
sis. Data obtained from such a company during one year of 
operations confirm the expected directions of product-priority 
influence between product managers, salesmen, and other mana- 
gerial roles. 


RAS Method for Two-Dimensional Forecasts, The, 
BARUCH LEV, May 1973, 153. 


See **Econometric Models” 


Self-Confidence—Advertising Response  Relation- 
ship: A Function of Situational Distraction, The, 
STEWART W. BITHER and PETER L. WRIGHT, 
May 1973, 146. 


See **Advertising and Media Research” 


INTERVIEWING METHODS 


Can Independent Responses Be Obtained From 
Various Members in a Mail Panel Household? 
ROBERT C. NUCKOLS and CHARLES S. 
MAYER, February 1970, 90. 


A traditional problem with mail surveys is that there is no 
control on who answers the questionnaire. This study attempted 
to have members of husband-wife families complete two ques- 
tionnaires independently. The results show that independent 
surveys cannot be conducted in the same household by mail 
and cast doubt on the ability to reach members other than the 
housewife in mail panel families. 


Concept Testing: An Appropriate Approach, BILL 
IUSO, May 1975, 228. 


An expository discussion of the practical problems which 
arise in applying concept testing in marketing research is provid- 
ed. 


Conjoint Measurement for Quantifying Judgmental 
Data, PAUL E. GREEN and VITHALA R. RAO, 
August 1971, 355. 


See “‘Regression and Other Statistical Techniques” 


Delphi Process in Marketing Decision Making, The, 
MARVIN A. JOLSON and GERALD L. ROSSOW, 
November 1971, 443. 


This article describes a field experiment which used the Delphi 
Process to assign subjective probabilities to the set of possible 
demand levels for a company’s product. The method was 
validated by the use of questions to which the *‘correct’’ answers 
were known. 


Edwards Personal Preference Schedule and Consumer 
Personality Research, The, RAYMOND L. HOR- 
TON, August 1974, 335. 


This article reviews properties of the Edwards Personal 
Preference Schedule which make it generally an inappropriate 
personality assessment instrument for explaining consumer be- 
havior. Foremost among these properties is ipsative scaling which 
precludes interindividual comparisons of personality traits. 


Ethics in Marketing Research: Their Practical Rele- 
vance, ALICE M. TYBOUT and GERALD ZALT- 
MAN, November 1974, 357. 


An understanding of ethical issues involved in marketing 
research may contribute to the quality of research data. This 
article discusses subjects’ rights in marketing research and how 
their violation may affect the quality of data. 


Factor Interaction Effects in Mail Survey Response 
Rates, FREDERICK WISEMAN, August 1973, 330. 


A 24 factorial design is used to test whether significant 
interaction effects exist among four factors which have been 
used to increase the response rates in mail surveys. 


Influence of Instructions on Respondent Error, The, 
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EDWARD M. SMITH and JOSEPH BARRY 
MASON, May 1970, 254. 


This trademark recognition study tested the effect on accuracy 
of responses of respondents that bogus trademarks might have 
been included, whether they were or not. No influence on 
accuracy was detected. 


Interviewer Bias Once More Revisited, HARPER W. 
BOYD, JR. and RALPH WESTFALL, May 1970, 
249. 


Has any progress been made in reducing interviewer bias 
as a source of error? This article reviews the progress made 
since 1964 in providing answers to this and related questions. 


Measurement Errors in Reports of Consumer 
Expenditures, JOHN NETER, February 1970, 11. 


Empirical findings on measurement errors in reports by 
consumers of expenditures made in the past are reviewed, the 
implications of these findings for survey design are considered, 
and the needs for future research are discussed. 


Measurement of Consumers’ Prior Brand Information, 
ROBERT B. WOODRUFF, August 1972, 258. 


This study attempts to determine the feasibility of quantita- 
tively measuring consumers’ prior brand information. A mea- 
surement procedure based on the Bayesian concept of a prior 
distribution is presented, and its use by a sample of husband-wife 
dyads is discussed. 


Respondent Selection in a Time of Changing House- 
hold Composition, BARBARA E. BRYANT, May 


1975, 129. 


Changing lifestyles bring shifts in household composition 
which affect male-female proportions in the Troldahl-Carter 
method of random selection of respondents within a household. 
Five field tests are reported using the 1964 Troldahl-Carter 
technique and 14 tests using modifications of it which produce 
better results in today’s adult population. 


Self-Administered Written Questionnaires or Tele- 
phone Interviews? JOHN J. WHEATLEY, Febru- 
ary 1973, 94. 


This study showed essentially no difference in the nature 
of the response to the same set of questions, whether adminis- 
tered by telephone or self-administered in writing by the re- 
spondent, suggesting the possibility that either method may be 
used depending on cost considerations and the need for speed. 


Stapel Scale or Semantic Differential in Marketing 
Research? DEL I. HAWKINS, GERALD AL- 
BAUM, and ROGER BEST, August 1974, 318. 


The Stapel scale and the semantic differential are compared 
across various methods of administration. Primary importance 
centers on the ability of the Stapel scale administered via 
telephone to duplicate self-administered semantic differential 
data. 


Using the Repertory Grid Test, PETER SAMPSON, 
February 1972, 78. 


JOURNAL OF MARKETING RESEARCH, NOVEMBER 1975 


Experience with the repertory grid indicated that respondent 
performance for a given test varied considerably. Additionally, 
little appeared to be known about the different types of responses 
provided. A series of experiments was conducted to investigate 
these two areas. 


When to Make Telephone Interview, ALFRED M. 
FALTHZIK, November 1972, 451. 


This study attempts to determine the most fruitful part of 
the week and time of day to interview housewives and female 
heads of households on the telephone. The mornings on Monday, 
Tuesday, Wednesday, and Thursday were found to be the best 
tmes. 


MARKET SEGMENTATION 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR., February 
1974, 109. 


See ‘‘Econometric Models”’ 


Comparative Cluster Analysis for World Markets, S. 
PRAKASH SETHI, August 1971, 348. 


This study demonstrates the application of the BC TRY system 
of cluster analysis for classifying world markets. A brief discus- 
sion of methodology is followed by analysis of data for 29 
variables and 91 countries; 4 variable clusters and 7 country 
clusters are identified. Further uses of the technique in interna- 
tional business are discussed and ideas for further research 
are outlined. 


Consumer Economics of Unit Pricing, The, HANS 
R. ISAKSON and ALEX R. MAURIZI, August 
1973, 277. 


The introduction of unit pricing in food stores makes it easier 
for shoppers to choose cheaper items. Low-income shoppers, 
however, do not appear to make significant use of unit pricing 
in contrast to the middle-income and high-income shoppers who 
do. The explanation could lie in their lower ability to understand 
the unit price labeling system, making it difficult to capture 
the benefits of its use. 


Correlates of Persuasibility: The Crest Case, ABE 
SHUCHMAN and PETER C. RIESZ, February 
1975, 7. 


Linear discriminant analysis was utilized in achieving substan- 
tialiy better than chance predictions of adopters of Crest 
toothpaste following the endorsement of the American Dental 
Association. Adoption was more closely associated with the 
basic socioeconomic variables of education, occupation, and 
income and a composite measure of socioeconomic status than 
with purchasing measures previously found to be of importance. 


Cross-Sectional, Time-Series Issues in the Analysis 
of Marketing Decision Variables, MARK 
MORIARITY, May 1975, 142. 


See *‘Econometric Models”’ 


Effect of Ecological Concern on Brand Perceptions, 
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The, THOMAS C. KINNEAR and JAMES R. 
TAYLOR, May 1973, 191. 


See ‘*Attitude Theory Research’”’ 


Effectiveness of Various Modes of Sales Behavior 
in Different Markets, The, PETER W. PASOLD, 
May 1975, 171. 


Theoretical categories of behavior and environment developed 
by Ackoff and by Emery and Trist are adapted to create a 
model predicting the most effective mode of salesman’s behavior 
in various markets. The model is operationalized and supported 
by tests on three brands in the hosiery industry. 


Evaluation of Television Program Content for the 
Purpose of Promotional Segmentation, DENNIS H. 
GENSCH and B. RANGANATHAN, November 
1974, 390. 


See ‘‘Advertising and Media Research’”’ 


Market Segment Response to the Marketing Decision 
Variables, JOHN M. McCANN, November 1974, 
399. 


See ‘‘Econometric Models’’ 


Market Segmentation and Numerical Taxonomy, V. 
PARKER LESSIG and JOHN O. TOLLEFSON, 
November 1971, 480. 


This article proposes a procedure for identifying customers 
likely to respond similarly to marketing stimuli. Its findings 
are in general agreement with a proposed market segmentation 
methodology and provide evidence in support of relationships 
between consumer characteristics and buying behavior. 


Market Segmentation: A Strategic Management Tool, 
RICHARD M. JOHNSON, February 1971, 13. 


In the past, marketing research has largely been restricted 
to tactical questions. However, with the advent of new tech- 
niques, marketing research can contribute directly to the devel- 
opment of strategic alternatives to current product marketing 
plans. 


Market Segmentation by Motivation and Attitude, 
WILLIAM H. CUNNINGHAM and WILLIAM J. 
E. CRISSY, February 1972, 100. 


The research is designed to determine if owners of foreign 
and domestically produced compact cars can be segmented by 
the use of motivational and attitudinal variables as well as by 
socioeconomic and demographic variables. 


Profit-Oriented Data Analysis for Market Segmenta- 
tion: An Alternative to AID, CLAUDE R. MAR- 
TIN, JR. and ROGER L. WRIGHT, August 1974, 
237. 


The authors report a new AID-like algorithm that overcomes 
some of the conceptual problems involved in using AID for 
consumer segmentation. Using a simple cost-profit formulation 
they segment 356 women consumers on the basis of 26 dimen- 
sions. 


Sales— Advertising Cross-Elasticities and Advertising 
Competition, DARRAL G. CLARKE, August 1973, 
250. 


See ‘Advertising and Media Research”’ 


Segmentation Research Design Using Consumer Panel 
Data, A, RONALD E. FRANK and CHARLES 
E. STRAIN, November 1972, 385. 


This segmentation research design combines consumer panel 
purchase data with an attitudinal questionnaire tailored to the 
product under study. Both serve as input to a canonical correla- 
tion analysis for evaluating the relative importance of the 
independent variables as predictors of purchase behavior and 
delineating market segments. 


Segmenting Markets by Group Purchasing Behavior: 
An Application of the AID Technique, HENRY 
ASSAEL, May 1970, 153. 


Market segmentation requires definition of consumer groups 
by variables that discriminate purchasing behavior. A multi- 
variate program is described capable of defining homogeneous 
groups by a large number of variables to maximize discrimination 
between purchase group means. The program has specific 
advantages compared to traditional methods of grouping such 
as cross-classification, regression, and discriminant analysis. It 
is applied in segmenting markets by product and brand usage 
based on demographic and attitudinal variables. 


Socioeconomic Structure of an Urban Area, JEROME 
B. KERNAN and GRADY D. BRUCE, February 
1972, 15. 


See ‘‘Regression and Other Statistical Techniques” 


Using MCA to Segment New Car Markets, WILLIAM 
H. PETERS, August 1970, 360. 


In this study the mid-1960’s new car market is analyzed by 
using a new, dummy variable, multivariate technique known 
as Multiple Classification Analysis (MCA). This approach helps 
provide a better understanding of this complex market and gives 
some interesting hints as to its possible future direction. 


MINORITY MARKETING 


Advertising in Black and White, MARY JANE 
SCHLINGER and JOSEPH T. PLUMMER, May 
1972, 149. 


See ‘Advertising and Media Research” 


Appeal of Buying Black, The, DENNIS H. GENSCH 
and RICHARD STAELIN, May 1972, 141. 


Recent interest in the Negro market has produced much 
research on this unique market segment. This article directly 
examines some of the major factors which seem to affect retail 
shopping behavior in a black community. In particular the 
influence of black ownership of retail outlets is investigated. 


Consumer Economics of Unit Pricing, The, HANS 
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R. ISAKSON and ALEX R. MAURIZI, August 
1973, 277. 


See ‘Market Segmentation” 


Factorial Experiment on the Impact of Unit Pricing 
on Low-Income Consumers, A, WILLIAM E. KIL- 
BOURNE, November 1974, 453. 


The relationship between unit pricing and the cost of a selected 
set of five grocery products was examined in an experimental 
situation. Results of the experiment revealed that low-income 
consumers did not “‘spend”’ less when unit pricing information 
was provided. 


Maximum Likelihood Estimation of Central City Food 
Trading Areas, GEORGE H. HAINES, JR., 
LEONARD S. SIMON, and MARCUS ALEXIS, 
May 1972, 154. 


See **Regression and Other Statistical Techniques” 


Perceived Risk in New Product Trial by Elderly 
Consumers, LEON G. SCHIFFMAN, February 
1972, 106. 


See **Perceived Risk” 


PERCEIVED RISK 


Comment on Woodside, PETER H. REINGEN, May 
1974, 223. 


This comment focuses on two major shortcomings in Wood- 
side’s JMR article. First the external validity of his findings 
appears to be questionable. Second, the study failed to consider 
the possible impact of degrees of perceived risk on the risky 
shift. 


Informal Group Influence on Risk Taking, ARCH G. 
WOODSIDE, May 1972, 223. 


Research conducted on 10 experimental groups of housewives 
indicates that a risky shift phenomenon may exist in consumer 
behavior: consumers are more willing to take riskier but poten- 
tially more rewarding product alternatives after compared to 
before informal group discussions. 


Is There a Generalized Risky Shift Phenomenon in 
Consumer Behavior? ARCH G. WOODSIDE, May 
1974, 225. 


Woodside replies to Reingen’s comment and presents two 
new tables that show perceived risk changes in consumer 
decisions following informal group discussions. 


Perceived Risk and Its Components: A Model and 
Empirical Test, JAMES R. BETTMAN, May 1973, 
184. 


A theoretical model and measurement system for perceived 
risk and its components is developed and empirically tested 
for nine product types. Regression analysis is used to consider 
both additive and multiplicative relationships. The results gener- 
ally support the hypothesized mode. 
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Perceived Risk in New Product Trial by Elderly 
Consumers, LEON G. SCHIFFMAN, February 
1972, 106. 


This article examines the relationship between risk handling 
and new product trial behavior of the elderly consumer. Attention 
is focused on perceived error tolerance, a new complementary 
variable to perceived risk. The evidence indicates that elderly 
consumers may demonstrate consistent risk strategies for new 
products within a broad product category. 


Perceived Risk in Store Selection, ROBERT D. 
HISRICH, RONALD J. DORNOFF, and JEROME 
B. KERNAN, November 1972, 435. 


Three hundred households were queried about risk they 
perceived in selecting stores in which to buy carpeting, draperies, 
and furniture. The relationship of this to consumers’ general 
and specific self-confidence is examined, and the extent to which 
it is ““handled’* by information seeking and repeat patronage 
is considered. 


PREFERENCE RESEARCH 


Comparative Analysis of Attitudinal Predictions of 
Brand Preference, A, FRANK M. BASS and WIL- 
LIAM L. WILKIE, August 1973, 262. 


See *‘Attitude Theory Research” 


Congruence Model of Brand Preference: A Theoretical 
and Empirical Study, A, JOHN L. STANTON and 
JEFFREY A. LOWENHAR, November 1974, 427. 


See “‘Attitude Theory Research” 


Consumer Distance Transitivity, JOHN C. G. BOOT 
and RICHARD D. TEACH, November 1970, 521. 


In evaluating pairs of products using an unbounded similarity 
on a preference scale, some subjects use small and others very 
large differences. This article presents a method of measuring 
the dimensional dispersion of subjects as percentage of the size 
of reported differences. 


Consumer Preferences for Alternative Retail Credit 
Terms: A Concept Test of the Effects of Consumer 
Legislation, ORVILLE C. WALKER, JR. and 
RICHARD F. SAUTER, February 1974, 70. 


Retailers may respond to interest limitation laws in ways that 
are detrimental to certain segments of society. This study 
examines the impact of such laws on consumers. Preference 
for alternative retail credit terms vary significantly among 
consumers with different socioeconomic characteristics. The 
managerial and public policy implications of the findings are 
discussed. 


Experimental Investigation of Attitude Change and 
Choice of a New Brand, An, JAMES L. GINTER, 
February 1974, 30. 


See **Advertising and Media Research” 
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Exploratory Assessment of Situational Effects in 
Buyer Behavior, An, RUSSELL W. BELK, May 
1974, 156. 


See *‘Buyer Behavior” 


General Procedure for Estimating Consumer Prefer- 


ence Distributions, V. SRINIVASAN, November 
1975, 377. 


This article provides a general procedure for estimating con- 
sumer preference distributions without having to prespecify their 
forms. Using linear programming, it minimizes the sum of 
absolute errors between observed and predicted proportions of 
consumer choices in paired comparison tests. Extensions of 
the procedure for estimating multidimensional distributions are 
also discussed. 


Identification of Determinant Attributes: A Compari- 
son of Methods, MARK I. ALPERT, May 1971, 
184. 


Not all product attributes are equally important in determining 
consumer preferences. This article distinguishes determinant 
attributes from nondeterminant ones and presents a cross- 
validation method for testing alternative approaches to identify- 
ing these key attributes. 


Incomplete Paired Comparisons Using Balanced Lat- 
tice Designs, UDOLPHO VAN DE SANDT, May 
1970, 246. 


See **Experimental Designs” 


Linear Attitude Models: A Study of Predictive Ability, 
GILBERT A. CHURCHILL, JR., November 1972, 
423. 


A number of recent marketing studies aimed at predicting 
consumer preference have employed product-specific measures 
of attitude based on the Fishbein attitude mode. This article 
examines the predictive validity of this model in comparison 
toa simple alternative when the number of dimensions on which 
the predictions are based is varied. 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May 1974, 136. 


See **Advertising and Media Research” 


Predicting Preferences on Experimental Bundles of 
Attributes: A Comparison of Models, JOEL 
HUBER, August 1975, 290. 


This study tests the ability of various models to predict 
individual preferences on stimuli defined by physical charac- 
teristics. Within all models, metric routines were found to be 
superior to nonmetric routines. Across models differences in 
predictive ability were not found to be great compared to 
pragmatic or theoretical differences. 


Preference Measurement of Item Collections, PAUL 
E. GREEN, YORAM WIND, and ARUN K. JAIN, 
November 1972, 371. 


In many cases of practical interest the marketing researcher 
may wish to analyze preferences for collections of items. This 
article shows how these collections can be analyzed by conjoint 
measurement techniques. An application of conjoint measure- 
ment to measuring menu preferences is illustrated. 


Relationship Between Price and Blind-Rated Quality 
for Margarines and Butters, The, I. ROBERT AN- 
DREWS and ENZO R. VALENZI, August 1970, 
393. 


High, medium, and low-priced spreads were rated on quality 
in a taste experiment. A slight positive relationship was found 
between purchase price and blind-rated quality. These results 
were consistent with other studies that found a similar relation- 
ship for products varying widely in price. 


Television Show Preference: Application of a Choice 
Model, DONALD R. LEHMANN, February 1971, 
47. 


See **Advertising and Media Research” 


Testing the Consistency of Attribute Meaning in Em- 
pirical Concept Testing, DENNIS H. GENSCH and 
THOMAS F. GOLOB, August 1975, 348. 


See *‘Attitude Theory Research” 


Trade-Off Analysis of Consumer Values, RICHARD 
M. JOHNSON, May 1974, 121. 


A method for exploring and quantifying the value systems 
of consumers through conjoint measurement is described. Since 
it is concerned with value systems of individual consumers, 
the method is most appropriate for product categories where 
consumers’ desires are heterogeneous and where markets are 
highly segmented. 


Vector Model of Preferences: An Alternative to the 
Fishbein Model, The, OLLI T. AHTOLA, February 
1975, 52. 


See *‘Attitude Theory Research” 


PRICING RESEARCH 


Adaptive Pricing by a Retailer, LEONARD J. PAR- 
SONS and W. BAILEY PRICE, May 1972, 127. 


A retailer operating in an environment in which a competitor 
is the price leader must determine how to adapt his prices to 
those of this competitor. The sequential decision problem of 
the manager is formulated as a Markov process with rewards. 


Analysis of Competitive Market Behavior, An, 
FRANKLIN S. HOUSTON and DOYLE L. 
WEISS, May 1974, 151. 


See ‘Advertising and Media Research” 


Analysis of Price Aggressiveness in Gasoline Market- 
ing, An, GILBERT A. CHURCHILL, JR., NEIL 
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M. FORD, and URBAN B. OZANNE, February 
1970, 36. 


An investigation of the relationship between the pricing 
behavior of retail gasoline outlets and a number of identifying 
characteristics reveals the limited usefulness of association tests. 
The authors employ multiple discriminant analysis to panel-type 
data to measure the ability of certain variables to predict price 
aggressiveness. 


Application of a Modified Linear Learning Model of 
Buyer Behavior, GARY L. LILIEN, August 1974, 
279. 


See ‘‘Forecasting”’ 


Buyers’ Subjective Perceptions of Price, KENT B. 
MONROE, February 1973, 70. 


Marketing researchers recently have expended considerable 
effort to investigate how price influences buyers’ decisions 
yielding a variety of results, some not entirely explainable. This 
article reviews the relevant research literature, organizes the 
results, and suggests new research directions. 


Comments on ‘‘Psychophysics of Prices,’"” ANDRE 
GABOR, CLIVE W. J. GRANGER, and ANTH- 
ONY P. SOWTER, May 1971, 251. 


These comments call attention to the fact that the phenomenon 
encountered in a recent study by Kamen and Toman has long 
been known and point out certain serious deficiencies in their 
approach. 


Consumer Economics of Unit Pricing, The, HANS 
R. ISAKSON and ALEX R. MAURIZI, August 
1974, 277. 


See ‘‘Market Segmentation” 


Consumers’ Attitudes Toward Package Size and Price, 
C. W. J. GRANGER and A. BILLSON, August 
1972, 239. 


See *‘Buyer Behavior” 


Cross-Sectional Study of Used Car Prices: 1962-64, 
A, MARVIN SNOWBARGER and BILL DUN- 
KELBERG, November 1970, 493. 


See ‘‘Regressions and Other Statistical Techniques” 


Decision Model in Consumer Pricing Research, A, 
RAYMOND F. BARKER, August 1972, 287. 


The lottery is a useful model for managers making decisions 
under conditions of risk. The results of this experiment indicate 
that prospective buyers behave in a manner consistent with 
decision theory. Under appropriate conditions the lottery offers 
an indirect, disguised technique useful in consumer research. 


Effectiveness of Retail Price Reductions: A Compari- 
son for Alternative Expressions of Price, The, 
EVAN E. ANDERSON, August 1974, 327. 


This article is concerned with the reactions of consumers 
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to the introduction of unit prices as measured by adjustments 
in the market share of the lowest priced product brand. Emphasis 
is given to determining whether the reaction of buyers to a 
price discount is influenced by the manner in which prices are 
expressed. 


Effects of Merchandising and Temporary Promotional 
Activities on the Sales of Fresh Fruits and Vegeta- 
bles in Supermarkets, The, RONALD C. CUR- 
HAN, August 1974, 286. 


Retail price, newspaper advertising, display space, and display 
location quality were tested at two levels for selected fruits 
and vegetables according to a fractional factorial research design 
in four large supermarkets. The resulting impact on rates of 
sale was analyzed for four classes of items: hard fruit, cooking 
vegetables, salad vegetables, and soft fruit. 


Experiment in Price Generalization and Discrimi- 
nation, An, HARRY NYSTROM, HANS TAM- 
SONS, and ROBERT THAMS, May 1975, 177. 


An experimental field test of a psychological model of buyer 
reaction to pricing shows strong support for a number of price 
hypotheses relating degree and kind of price information to 
price evaluations. For instance, overall price image changes 
are shown to influence buyer evaluation of price for the experi- 
mental item. 


**Fair’’ or ‘‘Psychological’’ Pricing? JAN STAPE_, 
February 1972, 109. 


Referring to earlier articles in JMR on the fair price contro- 
versy, Stapel argues that the discussion is not at all about 
perception of just noticeable differences, but about evaluations 
of easily perceived price differentials. 


Industrial Pricing Decision Using Bayesian Multi- 
variate Analysis, An, DONALD G. FREDERICK, 
May 1971, 199. 


Bayesian multivariate analysis is used in the solution of a 
pricing problem for a petrochemical product. Estimates of 
variables that determine optimal price are derived from subjec- 
tive assessments and time series data. The two sets of estimates 
are combined using Bayesian posterior analysis, and expected 
losses are evaluated using Monte Carlo methods. 


Is There a Generalized Price-Quality Relationship? 
DAVID M. GARDNER, May 1971, 241. 


This study explores the degree to which the price-quality 
relationship can be generalized, incorporating brand name as 
another possible determinant of quality perception. 


Laboratory Experiments for Estimating Consumer 
Demand: A Validation Study, JOHN R. NEVIN, 
August 1974, 261. 


See ‘‘Forecasting”’ 


Measuring Price Thresholds by Psychophysics and 
Lattitudes of Acceptance, KENT B. MONROE, 
November 1971, 460. 
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This article reports the adaptation of an experimental technique 
of establishing response scales for product classes. Experimental 
results further validate the price-limit hypothesis first confirmed 
in Europe. Implications for demand estimation, new product 
pricing, and product line pricing are discussed. 


Multifirm Analysis of Competitive Decision Variables, 
ALBERT R. WILDT, February 1974, 50. 


See ‘*Advertising and Media Research’”’ 


Multivariate Analysis of Retail Prescription Prices, 
A, JEFFREY A. KOTZAN and CHARLES L. 
BRAUCHER, November 1970, 517. 


A three-factor experimental design was used to examine price 
discrimination in prescription purchases. Results indicated that 
discrimination did not come from consumer’s race or attire. 
Economies of store operation proved to be the single cause 
of prescription price differences. 


Perceived Price and Product Perceptual Variables, 
JAMES R. BETTMAN, February 1973, 100. 


This study supports the findings of a JMR article by Lambert 
on the relationships between the price paid by the consumer 
and his perceptions of product variables for several product 
types. This study differs from Lambert’s in that he used artificial 
brands and choices, while this study uses the price the subject 
recalls she actually paid when making her normal brand choice. 


Price and Choice Behavior, ZARREL V. LAMBERT, 
February 1972, 35. 


Do behavioral differences exist among consumers who select 
items priced differently within the same product category? 
Analysis of 18 perceptual, personality, and economic variables 
compared across subjects selecting differently priced alternatives 
in 7 product lines revealed relationships between perceptual 
differences and price selections. 


Price Forecasting and Strategic Planning: The Case 
of Petrochemicals, ROBERT B. STOBAUGH and 
PHILLIP L. TOWNSEND, February 1975, 19. 


See *‘Forecasting”’ 


Price-Perceived Quality Relationship: Experimental 
Evidence, The, ROBERT A. PETERSON, No- 
vember 1970, 525. 


This study tested the hypotheses that: for a product about 
which there is a lack of information: (1) price would serve 
aS a major determinant of quality perception, and (2) this 
price-perceived quality relationship would be nonlinear. 


Price Reliance: Existence and Sources, BENSON P. 
SHAPIRO, August 1973, 286. 


The relationship between price and perceived quality is in- 
vestigated for a variety of products in an experimental situation. 
The correlates of the consumer’s use of price as a communicator 
of quality (price reliance) is determined and incorporated into 
a model of the sources of price reliance. 


Psychophysics of Prices, JOSEPH M. KAMEN and 


ROBERT J. TOMAN, February 1970, 27. 


This article develops and tests a ‘‘fair price’’ theory which 
is essentially contradictory to Weber’s Law. As price levels 
rise, a constant price differential between brands becomes more 
important, rather than less important, in determining market 
share. Many testable hypotheses can be derived from this 
theoretical formulation. 


‘*Psychophysics of Prices’: A Reaffirmation, JO- 
SEPH M. KAMEN and ROBERT J. TOMAN, May 
1971, 252. 


This article discusses alternate theoretical formulations and 
interpretations of the ‘‘fair price’’ theory, further develops the 
methodological rationale, and presents new supporting evidence. 


‘*Psychophysics of Prices’’: A Reappraisal, KENT 
B. MONROE, May 1971, 248. 


This communication challenges the basic conclusion of the 
Kamen and Toman article. Evidence from other sources 
supporting a theoretical price-response relationship derived from 
Weber’s Law is presented. 


Strategic Competitive Bidding Approach to Pricing 
Decisions for Petroleum Industry Drilling Contrac- 
tors, A, JAMES E. REINMUTH and JIM D. 
BARNES, August 1975, 362. 


This study offers a strategic competitive bidding model, a 
modification of one originally developed by Friedman, for pricing 
decisions for petroleum industry drilling contractors. A likelihood 
ratio test is offered to compare bids generated by the model 
with the contractors’ actual bids in order to detect the presence 
of conservative bias in bidding activity. 


Trading Stamp-Price Relationship, The, GILBERT A. 
CHURCHILL, JR., NEIL M. FORD, and URBAN 
B. OZANNE, February 1971, 103. 


Average prices at gasoline stations giving trading stamps did 
not differ in period-by-period comparisons with average prices 
of nonstamp stations. Pricing behavior when using stamps was 
contrasted against nonuse behavior for individual stations and 
no difference was found. 


REGRESSION AND OTHER STATISTICAL 
TECHNIQUES 


Alternative Multidimensional Scaling Methods for 
Large Stimulus Sets, VITHALA R. RAO and 
RALPH KATZ, November 1971, 488. 


Seven data collection methods available for scaling large 
stimulus sets are evaluated via simulation under three scaling 
approaches, using data from a known configuration. Pick or 
order methods produced better recoveries than subjective meth- 
ods, and grouping followed by sequential merging was superior 
to other grouping methods. 


Analysis of Second-Order Interaction in Multidimen- 
sional Contingency Tables, An, RAYMOND La- 
GARCE, August 1974, 343. 
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As attribute analysis in marketing becomes more complex, 
one finds a shifting need for more complex statistical techniques 
when evaluating data. When observations are of three attributes 
with each attribute having but two classes, the independence 
of each attribute may be tested by chi-square analysis. 


Analyzing Consumer Image Data Using the Friedman 
Two-Way Analysis of Variance by Ranks, PETER 
McCLURE, August 1971, 370. 


When analyzing ordinal consumer image data, the Friedman 
two-way analysis of variance by ranks may be useful. The 
discussion and example demonstrate an application. 


Application of Econometric Models to International 
Marketing, An, J. SCOTT ARMSTRONG, May 
1970, 190. 


See ‘‘Econometric Models” 


Cluster Analytic Approach to Market Response Func- 
tions, A, DONALD E. SEXTON, JR., February 
1974, 109. 


See *‘Econometric Models” 


Comment on ‘‘The Trouble with Concept Testing,” 
BERTRAM GOLD, February 1973, 105. 


This comment concerns an inappropriate use of the analysis 
of variance (ANOVA) by Haley and Gatty in their JMR article, 
“The Trouble With Concept Testing.” 


Comments on ‘Exploratory Analysis of Marketing 


Data: Trees vs. Regression,” 
CROCKER, November 1971, 509. 


DOUGLAS C. 


Crocker contends that the utility of regression techniques 
was not fairly represented in a recent JMR article by Armstrong 
and Andress. 


Comments on ‘‘Fitting Parameters to Complex Models 
by Direct Search,” R. R. MEYER and M. H. 
ROTHKOPF, November 1971, 518. 


This article presents a different view of the state of the art 
of nonlinear regression methods than that in a recent article 
by Van Wormer and Weiss and calls attention to mathematical 
assertions in that article that may be misleading. 


Comparative Cluster Analysis for World Markets, S. 
PRAKASH SETHI, August 1971, 348. 


See *‘Market Segmentation” 


Comparing Cluster Analyses with Cophenetic Correla- 
tion, V. PARKER LESSIG, February 1972, 82. 


The results of different cluster analyses can be compared 
through the use of cophenetic correlation; a researcher can 
correlate the information in his original data with the information 
from the clusters. 


Comparing the Box-Jenkins Approach with the 
Exponentially Smoothed Forecasting Model Ap- 
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plication to Hawaii Tourists, MICHAEL D. 
GEURTS and I. B. IBRAHIM, May 1975, 182. 


This article compares the forecasting accuracy of two fore- 
casting techniques: (1) Box-Jenkins, and (2) exponential smooth- 
ing. The comparison is made using the tourist to Hawaii time 
series. An analysis of both techniques is included. 


Comparison of Time Series Data Using Spectral 
Analysis, LEONARD J. PARSONS and WALTER 
A. HENRY, November 1972, 391. 


Validation of a dynamic econometric marketing model requires 
that time series data simulated by the model be equivalent to 
actual observed data over a comparable period. Spectral analysis 
is presented as an equivalence-testing technique which does 
not have the theoretical limitations of a simple regression 
approach. 


Conjoint Measurement for Quantifying Judgmental 
Data, PAUL E. GREEN and VITHALA R. RAO, 
August 1971, 355. 


Conjoint measurement is a new development in mathematical 
psychology that can be used to measure the joint effects of 
a set of independent variables on the ordering of a dependent 
variable. In this (primarily expository) article, the techniques 
are applied to illustrative problems in marketing. In addition, 
a number of possible areas of application to marketing research 
are discussed, as well as some of the methodology’s limitations. 


Concept-Scale Interaction in the Semantic Differen- 
tial, LOUIS K. SHARPE and W. THOMAS AN- 
DERSON, JR., November 1972, 432. 


See *‘Attitude Theory Research” 


Correlates of Brand Loyalty: Some Positive Results, 
JAMES M. CARMAN, February 1970, 67. 


See “‘Brand Choice Models”’ 


Cross-Sectional Study of Used Car Prices: 1962-64, 
A, MARVIN SNOWBARGER and BILL DUN- 
KELBERG, November 1970, 493. 


This article studies total price and net outlay for 1,575 used 
car purchases between 1962 and 1964. The results show that 
when other factors are held constant, there is not statistical 
difference between used car prices at three separate market 
outlets. 


Determining Promotional Effects by Experimental 
Design, BILL R. MILLER and CHARLES E. 
STRAIN, November 1970, 513. 


A factorial design is demonstrated as a feasible method of 
measuring effects of promoting a new product in stores of a 
regional chain. Trading stamps, cents-off coupons, and point-of- 
sale posters and recipes were promotions used alone and in 
combination, compared with minimal newspaper advertising. 


Effects of Scaling on the Correlation Coefficient: A 
Test of Validity, The, WARREN S. MARTIN, 
August 1973, 316. 
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This study investigates the robustness of the correlation 
coefficient with regard to discrete distributions. It was deter- 
mined that scaling does significantly affect correlation coeffi- 
cients. Some implications of this finding for marketing re- 
searchers are discussed. 


Estimation of Marketing Policy Effects on Sales of 
a Frequently Purchased Product, DONALD SEX- 
TON, August 1970, 338. 


See ‘‘Brand Choice Models”’ 


Evaluation of the Application of Minimum Chi-Square 
Procedures to Stochastic Models of Brand Choice, 
An, ROBERT C. BLATTBERG, and SUBRATA 
K. SEN, November 1973, 421. 


See ‘‘Brand Choice Models” 


Exploratory Analysis of Marketing Data: Trees vs. 
Regression, J. SCOTT ARMSTRONG and JAMES 
G. ANDRESS, November 1970, 487. 


Two models were developed to predict the average weekly 
volume for 3,000 gas stations. The model derived from a tree 
approach was found to be superior to that from a regression 
approach. The superiority of trees was significant in both a 
practical and a statistical sense. 


‘*Exploratory Analysis of Marketing Data’’: A Reply, 
J. SCOTT ARMSTRONG, November 1971, 511. 


Armstrong replies to Crocker’s comments. 


Factor Analysis of Perceptual Change, TERRY G. 
VAVRA, May 1972, 193. 


A procedure is presented in which current factor analysis 
techniques are extended to the description of changes in subjects’ 
perceptions of a product after exposure to an advertisement 
for the product. 


Fitting Parameters to Complex Models by Direct 
Search, THEODORE VAN WORMER and DOYLE 
L. WEISS, November 1970, 503. 


See ‘‘Computer Abstracts” 


‘*Fitting Parameters to Complex Models by Direct 
Search”: A Reply, THEODORE A. VAN 
WORMER and DOYLE L. WEISS, November 
1971, 519. 


Van Wormer and Weiss reply to Meyer and Rothkopf. 


Fractional Factorial Experimental Designs in Market- 
ing Research, CHARLES W. HOLLAND and 
DAVID W. CRAVENS, August 1973, 270. 


Fractional factorial experimental designs typically yield favor- 
able cost-benefit relationships when compared to the various 
classical designs. The essential aspects of the fractional factorial 
design are outlined, and its use in the study of a marketing 
problem is illustrated. The types of research situations where 
the design is potentially useful are identified. 


Illustration of Cross-Spectral Analysis in Marketing, 
An, HIRAM C. BARKSDALE and HUGH J. GUF- 
FEY, JR., August 1972, 271. 


Cross-spectral analysis has been used to study time-varying 
behavior in many fields; this article explains this new method 
of analysis and illustrates its use in marketing. Some problems 
encountered in using cross-spectral analysis are examined, and 
the usefulness of the technique in marketing is briefly discussed. 


Incomplete Paired Comparisons Using Balanced Lat- 
tice Designs, UDOLPHO VAN DE SANDT, May 
1970, 246. 


A design is presented in which paired comparison experiments 
can be utilized when only one copy of each object to be compared 
is available. 


Industrial Pricing Decision Using Bayesian Multi- 
variate Analysis, An, DONALD G. FREDERICK, 
May 1971, 199. 


See ‘Pricing Research”’ 


Market Measures From Salesmen: A Multidimensional 
Scaling Approach, RONALD E. TURNER, May 
1971, 165. 


Polling a firm’s salesmen for market information has been 
aided by recent developments in scaling techniques. This study 
employed multidimensional scaling to obtain useful measures 
for market analysis. In the process some insights into salesmen’s 
calling behavior were obtained. 


Market Segmentation and Numerical Taxonomy, V. 
PARKER LESSIG and JOHN O. TOLLEFSON, 
November 1971, 480. 


See *‘Market Segmentation” 


Maximum Likelihood Estimation of Central-City Food 
Trading Areas, GEORGE H. HAINES, JR., 
LEONARD S. SIMON, and MARCUS ALEXIS, 
May 1972, 154. 


A maximum likelihood estimate of the parameter in the Huff 
model of consumer store choice is derived and its properties 
are discussed. A method for obtaining a numerical value for 
the estimator is presented. The procedure is exemplified by 
estimating trading areas for food purchased for in-home con- 
sumption. 


Measure Validation in Marketing, ROGER M. 
HEELER and MICHAEL L. RAY, November 1972, 
361. 


If marketers want to know the meaning of their measures, 
they must turn to measure validation, which consists of deter- 
mining the extent to which measures correlate (convergent 
validity) and predictably do not correlate (discriminant validity). 


Measurement of Multidimensional Brand Loyalty of 
a Consumer, JAGDISH N. SHETH, August 1970, 
348. 
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See ‘‘Brand Choice Models”’ 


Measuring Small Changes in a Market Variable, 
THOMAS E. FLOYD and ROY G. STOUT, Febru- 
ary 1970, 114. 


This research project utilized both a controlled experiment 
and a conventional test market evaluation to determine impact 
on sales of two slightly different packages for the same product. 


Microanalytic Approach to Store Location Analysis, 
A, DAVID B. MACKAY, May 1972, 134. 


See ‘‘Retailing and Wholesaling” 


Model for Measuring the Influence of Promotion on 
Inventory and Consumer Demand, A, ROBERT G. 
BROWN, November 1973, 380. 


An example of the critical importance of channel inventories 
during a promotion is followed by a verbal and mathematical 
explanation of a simple and inexpensive system to measure 
changes in channel inventories and consumer demand by channel 
by geographical area. 


Moving Cross-Section Analysis of Demand for 
Toothpaste, A, KRISTIAN S. PALDA and LARRY 
M. BLAIR, November 1970, 439. 


MRCA panel data on toothpaste expenditures are used to 
demonstrate how time series and cross-sectional bias can be 
eliminated by the method of covariance regression from single- 
equation demand least squares estimates. 


Multidimensional Scaling and Individual Differences 
PAUL E. GREEN and VITHALA R. RAO, Febru- 
ary 1971, 71. 


This article compares, via synthetic data analysis, the perfor- 
mance of five different methods for scaling averaged dissimi- 
larities data under conditions involving individual difference in 
‘*perception.”’ All methods perform well when no ‘“‘degradation’”’ 
of the (simulated) ratings is entailed. When the data are trans- 
formed to zero-one values—a procedure sometimes followed 
in applied studies—all procedures perform poorly compared 
to the no-degradation case. Implications of these results for 
scaling applications involving group solutions are discussed. 


Multivariate Analysis of Brand Loyalty for Major 
Household Appliances, JOSEPH W. NEWMAN 
and RICHARD A. WERBEL, November 1973, 404. 


See ‘*Attitude Theory Research” 


Multivariate Analysis of Differences in Buyer Decision 
Time, JOSEPH W. NEWMAN and RICHARD 
STAELIN, May 1971, 192. 


New data on the duration of the purchase decision process 
for cars and major household appliances are analyzed using 
two multivariate techniques (AID and MCA) in combination. 
The results emphasize the importance and complexity of interac- 
tions among variables and highlight the effects of previous 
experience in buying and using the product. 
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Multivariate Analysis of Personality and Product Use, 
A, DAVID L. SPARKS and W. R. TUCKER, 
February 1971, 67. 


A canonical analysis of the relationship of personality traits 
to product use patterns suggests that the association is significant 
and complex, involving probably interactions among traits. 


Multivariate Analysis of Variance in Research on the 
Effectiveness of TV Commercials, YORAM WIND 
and JOSEPH DENNY, May 1974, 136. 


See ‘‘Advertising and Media Research’”’ 


Note on the Multidimensional Scaling of Conditional 
Proximity Data, A, PAUL E. GREEN and ARUN 
MAHESHWARI, February 1970, 106. 


The study compares the use of n-dimensional rank order data 
with rank order over all pairs as the input data for non-metric 
multidimensional scaling. The results suggest that procedures 
like n-dimensional rank order can provide enough constraints 
to lead to ‘‘determinate”’ metric solutions. 


Note on a Nonparametric Test of Independence Be- 
tween Two Vectors, JAMES F. HORRELL and 
V. PARKER LESSIG, February 1974, 106. 


In this article an intuititive development of a nonparametric 
test of independence is presented. Because of the generality 
of its underlying assumptions, this test has wider scope of 
application than the usual test based on normality. 


On the Analysis of Interactions in Marketing Research 
Data, PAUL E. GREEN, November 1973, 410. 


This article discusses a number of topics related to the 
interpretation of interaction in experimental designs. A common 
set of data is used to illustrate the techniques and implications 
of marketing experiments are considered. 


On the Interpretation of Canonical Analysis, MARK 
I. ALPERT and ROBERT A. PETERSON, May 
1972, 187. 


Canonical correlation analysis has been increasingly applied 
to marketing problems. This article presents some suggestions 
for interpreting canonical correlations, particularly for avoiding 
overstatement of the shared variation between sets of indepen- 
dent variables and for explicating relationships among variables 
within each set. 


Parameter Estimation for a Multiplicative Competitive 
Interaction Model—Least Squares Approach, 
MASAO NAKANISHI and LEE G. COOPER, 
August 1974, 303. 


See ‘‘Econometric Models’’ 


Personality and Performance-Satisfaction of Industrial 
Salesmen, HENRY O. PRUDEN and ROBERT A. 
PETERSON, November 1971, 501. 


The relationship between a set of personality variables and 
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a variate consisting of performance and satisfaction is explored 
using canonical correlations. 


Pitfalls of AID Analysis, The, PETER DOYLE and 
IAN FENWICK, November 1975, 408. 


AID is commonly misused and misinterpreted. A complete 
application of the methodology illustrates the nature of the 
inevitable problems of the technique and the necessity of 
validation procedures. 


Pooling Issues and Methods in Regression Analysis 
with Examples in Marketing Research, FRANK 
M. BASS and DICK R. WITTINK, November 
1975, 414. 


The existence of multiple observations within several cross 
sections gives rise to both opportunities and problems in the 
application of regression analysis. In this article the issues 
associated with the decision of whether or not to pool the data 
for purposes of estimation are explored and examples of market- 
ing applications are provided. 


Predicting Bank Deposits and Loans, G. DAVID 
HUGHES, February 1970, 95. 


Models for determining optimal levels of advertising expendi- 
tures require an equation that relates such expenditures to sales 
in the context of other marketing efforts and the environment 
of the firm. Using three savings banks as an example, this 
study demonstrated that the construction of this equation re- 
quires knowledge of bank’s goals, planning horizon, and market- 
ing strategy. 


Profit-Oriented Data Analysis for Market Segmenta- 
tion: An Alternative to AID, CLAUDE R. MARTIN 
and ROGER L. WRIGHT, August 1974, 237. 


See ‘‘Market Segmentation’”’ 


Q Analysis of Large Samples, RICHARD M. JOHN- 
SON, February 1970, 104. 


Qanalysis, the factor analysis of person-by-person correlation 
matrices, becomes unmanageable with large samples. There is, 
however, a one-step approach for computing principal compo- 
nents of the matrix of correlations among an unlimited number 
of individuals, so long as the number of response items is limited. 


Quick Clustering, JOSEPH M. KAMEN, May 1970, 
199. 


A rapid method for clustering variables is presented. The 
uses, values, limitations, and precautions are discussed, and 
several examples of diverse applications are given. 


Regression with Discrete Dependent Variables: The 
Effect on R?, DONALD G. MORRISON, August 
1972, 338. 


In many regressions the dependent variable can take only 
a limited number of discrete values. However, the predicted 
values can take on any value in the continuum of real numbers. 
This article investigates the effect of the discrete nature of 
the dependent variable on the R? statistic that measures how 


well the regression fits the data. This effect turns out to be 
surprisingly small. 


Relationship Between Shelf Space and Unit Sales in 
Supermarkets, The, RONALD C. CURHAN, No- 
vember 1972, 406. 


In studying the impact of shelf space changes on unit sales, 
space elasticity was hypothesized to be a function of several 
product-specific variables, including physical properties, mer- 
chandising characteristics, and use characteristics. The model 
was tested stepwise multiple regression, and it was found that 
the impact of shelf space on unit sales was very small relative 
to the effects of other variables. 


Reliability of Tests: A Technique Using the ‘‘Regres- 
sion to the Mean’”’ Fallacy, DONALD G. MORRI- 
SON, February 1973, 91. 


A method is presented for separating the variance of the 
scores on atest into a component that is due to the true differeace 
of ability and a component that is due to the error (or unreliability) 
of the test. 


Sales Response as a Function of Territorial Potential 
and Sales Representative Workload, HENRY C. 
LUCAS, CHARLES D. WEINBERG, and KEN- 
NETH W. CLOWES, August 1975, 298. 


The results of this study of sales response functions in the 
retail apparel industry indicate that territorial potential and sales 
representatives’ workload are important predictors of sales. The 
findings are used to derive a model to assist management in 
determining sales force size and evaluating sales performance. 


Segmenting Markets by Group Purchasing Behavior: 
An Application of the AID Technique, HENRY 
ASSAEL, May 1970, 153. 


See ‘‘Market Segmentation”’ 


Semantic Differential and Nonmetric Multidimension- 
al Scaling Descriptions of Brand Images, JOSEPH 
N. FRY and JOHN D. CLAXTON, May 1971, 238. 


See ‘‘Attitude Theory Research”’ 


Sensitivity of Dynamic Time-Path Typologies, JOHN 
G. MYERS, November 1971, 472. 


This article describes a procedure for adapting cluster analysis 
from its usual static, cross-sectional perspective to a dynamic 
over-time perspective, and tests the sensitivity of results using 
the new procedure with variations in data input and partitioning 
conditions. 


Shelf Position and Space Effects on Sales, RONALD 
E. FRANK and WILLIAM F. MASSY, February 
1970, 59. 


See ‘‘Retailing and Wholesaling” 


Snow + (X) = Use of Ski Areas, HERBERT E. 
ECHELBERGER and ELWOOD L. SHAFER, 
August 1970, 388. 
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See **Advertising and Media Research” 


Socioeconomic Structure of an Urban Area, The, 
JEROME B. KERNAN and GRADY D. BRUCE, 
February 1972, 15. 


Aclustering algorithm is used to create relatively homogeneous 
configurations of census tracts. Resultant clusters have geo- 
graphic and socioeconomic dimensions and are useful for behav- 
ioral analyses and managerial research. 


Some Alternatives to Linear Factor Analysis for 
Variable Grouping Applied to Buyer Behavior 
Variables, DONALD R. LEHMANN, May 1974, 
206. 


The problem of partitioning a large number of variables into 
a more parsimonious set is considered. Alternatives to the 
conventional factor analysis approach for grouping variables 
are suggested, and then applied to a common data set involving 
a new product introduction. 


Some Comments on Spectral Analysis is Marketing, 
CHRISTOPHER CHATFIELD, February 1974, 97. 


Some difficulties in applying spectral analysis to marketing 
data are explored. The author suggests a number of reasons 
why spectral analysis is likely to have less impact in marketing 
than in some other scientific areas. 


Some Precautions in Using Canonical Analysis, ZAR- 
REL V. LAMBERT and RICHARD M. DURAND, 
November 1975, 468. 


The rapid growth in use of canonical analysis shows some 
signs of outpacing recognition of its limitations. Using empirical 
data, this article demonstrates some shortcomings of canonical 
analysis and interpretational pitfalls associated with its applica- 
tion. 


Spatial Measurement of Retail Store Demand, DAVID 
B. MACKAY, November 1973, 447. 


Retail store demand is traditionally portrayed by trading area 
and market penetration maps. Yet, these maps are only two- 
dimensional graphs of statistics drawn from a sample of custom- 
ers. Like other sample statistics, they may be evaluated mathe- 
matically. A methodology is described for statistically construct- 
ing and evaluating trading area and market penetration maps, 
and a preliminary application is reported for four supermarkets. 


Spectral Analysis of the Frequency of Supermarket 
Visits, A, DAVID B. MACKAY, February 1973, 
84. 


This article reports the results of a study of the incidence 
of trips to supermarkets by consumers. Low demand and low 
disposable time families are characterized by very regular weekly 
shopping patterns, while high demand and high disposable time 
families have a high degree of intraweek variance to their 
shopping habits. 


Spurious Correlations That Result From ‘*Awareness 
vs. Usage’’ Type Regressions, DONALD G. 
MORRISON and DONALD J. GLUCK, August 
1970, 381. 
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When dealing with constrained regressions or correlation 
studies such as awareness vs. uSage, it is important to remember 
that a model that exhibits no true correlation still results in 
a sizeable Pearsonian r. Clearly strong correlations per se never 
imply a causal relation, and for certain constrained regressions 
a high value of Pearson’s r may not even imply statistical 
association. 


Statistical Evaluation of Transit Promotion, A, 
ROBERT C. BLATTBERG and SAMUEL R. 
STIVERS, August 1970, 293. 


See **Advertising and Media Research’’ 


Television Program Types, RONALD E. FRANK, 
JAMES C. BECKNELL, and JAMES D. CLO- 
KEY, May 1971, 204. 


See ‘Advertising and Media Research’”’ 


Testing Distributed Lag Models of Advertising Effect, 
FRANK M. BASS and DARRAL G. CLARKE, 
August 1972, 298. 


See **Advertising and Media Research” 


Threshold Model of Purchasing Decisions, A, PAUL 
KAU and LOWELL HILL, August 1972, 264. 


The dichotomous nature of purchase decisions and the impor- 
tance of a threshold concept in explaining reactions to stimuli 
require statistical techniques other than traditional regression 
analysis for estimating the parameters. The multivariate probit 
technique meets the requirements of a threshold decision model. 
An empirical example is combined with the basic description 
of the model. 


Trade Area Analysis Using Trend Surface Mapping, 
ROBERT A. PETERSON, August 1974, 338. 


The purpose of this article is to approach the problem of 
quantitatively defining and delineating trade areas from a slightly 
different perspective—that of trend surface mapping. In this 
manner, an objective, parsimonious map of consumer spatial 
behavior can be constructed. 


Unequal Cell Sizes in Marketing Experiments: Use 
of General Linear Hypothesis, WILLIAM D. PER- 
REAULT and WILLIAM R. DARDEN, August 
1975, 333. 


The analysis of marketing data is frequently complicated by 
factorial designs and unequal cell sizes. This article discusses 
the marketing research advantages and problems of the General 
Linear Hypothesis approach to such analysis and illustrates the 
General Linear Hypothesis in the context of a new product 
experiment. 


Using Cluster Analysis to Improve Marketing Experi- 
ments, GEORGE S. DAY and ROGER M. 
HEELER, August 1971, 340. 


When the selection of a sample of stores or cities requires 
a high degree of similarity amor. the test units in order to 
ensure a sensitive experiment, the sample may no longer 
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represent the market. These conflicting requirements can be 
satisfied by choosing the sample from clusters displayed in a 
reduced space representation of the market. 


Using MCA to Segment New Car Markets, WILLIAM 
H. PETERS, August 1970, 360. 


See *‘Market Segmentation” 


Variance-Weighted Comparison, The, A. T. G. 
McARTHUR, August 1970, 385. 


The variance-weighted comparison is a useful descriptive 
Statistic in any field where attempts are being made to analyze 
unplanned experiments and comparisons with unequal subclass 
numbers. 


RETAILING AND WHOLESALING 


Analysis of Price Aggressiveness in Gasoline Market- 
ing, An, GILBERT A. CHURCHILL, JR., NEIL 
M. FORD, and URBAN B. OZANNE, February 
1970, 36. 


See ‘*Pricing Research” 


Comment on Curhan’s ‘‘The Relationship Between 
Shelf Space and Unit Sales in Supermarkets,” 
MICHAEL LYNCH, May 1974, 218. 


In this comment on Curhan’s JMR article, Lynch conjectures 
that Curhan’s disappointing empirical results are to be traced, 
at least in part, to a simultaneous equations bias. 


Computer Simulation Model for Forecasting Catalog 
Sales, A, GEORGE C. MICHAEL, May 1971, 224. 


See ‘‘Computer Abstracts” 


Conflict Measurement in the Distribution Channel, 
LARRY J. ROSENBERG and LOUIS W. STERN, 
November 1971, 437. 


Conflict among firms in distribution channels is inherent, 
pervasive, and potentially disruptive. This article presents an 
approach to measuring dyadic conflict intensity. Conflict is 
related to a typology of causes and to structural and attitudinal 
factors within a case study channel. 


Customer—Salesman Interaction in Appliance Retail- 
ing, RICHARD W. OLSHAVSKY, May 1973, 208. 


A detailed analysis of tape recordings of customer—salesman 
transactions for refrigerators and color televisions provided new 
data on the relative frequency of occurrence of references by 
each to various product and nonproduct attributes. Some insights 
concerning the autonomy and process of consumer decision 
making were also provided. 


Do Blacks Pay More? DONALD J. SEXTON, JR., 
November 1971, 420. 


Do blacks pay more for grocery store products? Are they 
victims of price discrimination? Panel data are used to examine 


various brands of three products purchased in stores of various 
affiliations. 


Effect of a Trading Stamp Discontinuance on Super- 
market Performance: A Panel Approach, The, 
BERNARD J. LA LONDE and JEROME HERNI- 
TER, May 1970, 205. 


The relative efficiency of trading stamps as a promotional 
tool has been debated by the supermarket industry for many 
years. This study presents the results of a panel type study 
designed to evaluate changes in consumer supermarket shopping 
patterns which occur when one chain in a metropolitan area 
discontinues trading stamps. 


Effect of Display Location on Sales and Pilferage 
of Cigarettes, The, JOHN R. KENNEDY, May 
1970, 210. 


This article reports research findings which indicate that 
display location and facilities affect both the sale and pilferage 
of carton and single pack cigarettes. The basic data, together 
with ancillary information collected in the same study, provide 
insights into supermarket shopping behavior and suggestions 
on how merchandising efficiency might be improved. 


Effect of Ecologically Relevant Information on Deter- 
gent Sales, KARL E. HENION, February 1972, 
10. 


See *‘Buyer Behavior” 


Effect on Shelf Space Upon Sales of Branded Prod- 
ucts, The, KEITH K. COX, February 1970, 55. 


The influence of shelf space upon sales of branded products 
is tested in a randomized block field experiment. Sales of two 
brands of salt and powdered coffee cream are measured. 
Managerial implications using opportunity cost indicate that 
retailers might limit shelf allocations for a number of brands 
to some minimal level. 


Effect of Shelf Space Upon Sales of Branded Products: 
An Appraisal, The, ROBERT A. PETERSON and 
JAMES W. CAGLEY, February 1973, 103. 


See *‘Brand Choice™’ 


Effectiveness of Retail Price Reductions: A Compari- 
son for Alternative Expressions of Price, The, 
EVAN E. ANDERSON, August 1974, 327. 


See **Pricing Research” 


Effects of Merchandising and Temporary Promotional 
Activities on the Sales of Fresh Fruits and Vegeta- 
bles in Supermarkets, The, RONALDC. CURHAN, 
August 1974, 286. 


See **Pricing Research’’ 


Increase in Sales Due to In-Store Display, MICHEL 
CHEVALIER, November 1975, 426. 


A factorial experiment was set up to measure the impact 
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of in-store displays on sales for different product characteristics. 
Variables related to growth or competitive structure were found 
significant. On the contrary, the market share of the test item 
in the product category, the level of price cut, and the advertising 
to sales ratio were found to have no effect on the impact of 
display. 


Microanalytic Approach to Store Location Analysis, 
A, DAVID B. MACKAY, May 1972, 134. 


Through microanalytic modeling, consumer preferences and 
shopping patterns can be used to estimate sales for existing 
or future retail establishments. This article reports on such a 
study done for supermarkets. Implications of the methodology 
for management and future research efforts are discussed. 


Modeling Store Choice Behavior, DAVID A. AAKER 
and J. MORGAN JONES, February 1971, 38. 


This article presents a formal test of the linear learning model 
in the context of store choice behavior, using 15 data sets 
involving three product classes. The model is used as a vehicle 
in understanding this aspect of consumer behavior. Ways in 
which marketing decision makers might use such models are 
considered. 


Modeling Supermarket Product Selection, ROGER M. 
HEELER, MICHAEL J. KEARNEY, and BRUCE 
J. MEHAFFEY, February 1973, 34. 


See ‘‘Attitude Theory Research”’ 


Perceived Risk in Mail-Order and Retail Store Buying, 
HOMER E. SPENCE, JAMES F. ENGEL, and 
ROGER D. BLACKWELL, August 1970, 364. 


See ‘‘Buyer Behavior’ 


Perceived Risk in Store Selection, ROBERT D. 
HISRICH, RONALD J. DORNOFF, and JEROME 
B. KERNAN, November 1972, 435. 


See ‘*Perceived Risk”’ 


Power in a Channel of Distribution: Sources and 
Consequences, SHELBY D. HUNT and JOHN R. 
NEVIN, May 1974, 186. 


This article empirically assesses the relationship between 
power and the sources of power in a channel of distribution 
that has a well-defined power source: the franchisor-franchisee 
channel. In addition, the consequences of franchisors utilizing 
coercive versus noncoercive sources of power are examined. 


Power Measurement in the Distribution Channel, 
ADEL I. EL-ANSARY AND LOUIS W. STERN, 
February 1972, 47. 


The measurement of power is a prerequisite for the analysis 
of the distribution channel as a behavioral system. This article 
presents a model for power measurement and the results of 
a first attempt to empirically measure power relationships within 
a specific channel of distribution. 


Psychophysics of Prices, JOSEPH M. KAMEN and 
ROBERT J. TOMAN, February 1970, 27. 
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See ‘‘Pricing Research’”’ 


Real and Hypothetical Shop Situations in Market 
Research, ANDRE GABOR, CLIVE W. J. 
GRANGER, and ANTHONY P. SOWTER, August 
1970, 355. 


See ‘‘Buyer Behavior”’ 


Shelf Position and Space Effects on Sales, RONALD 
E. FRANK and WILLIAM F. MASSY, February 
1970, 59. 


The authors report a cross-sectional analysis of the effects 
of shelf position and space on sales for a frequently purchased, 
branded grocery product. As is the case in most cross-sectional 
studies of the effects of shelf policy variables, they are apt 
to be confounded with store, container size, and brand dif- 
ferences in sales. This investigation illustrates the use of several 
procedures for mitigating the effects of these confounding 
variables. 


Shelf Space Elasticity: Reply, RONALD C. CUR- 
HAN, May 1974, 221. 


Curhan’s reply to Lynch’s comments concludes that the data 
do not confirm Lynch’s model. Failure of his model to fit leaves 
open the question of whether the lack of positive results was 
indeed due to simultaneous equation bias. 


Shopping Behavior, Expenditure Patterns, and Inner- 
City Food Prices, DONALD F. DIXON and DAN- 
IEL J. MCLAUGHLIN, JR., February 1971, 96. 


See ‘‘Buyer Behavior” 


Shopping Orientations and Product Usage Rates, 
WILLIAM R. DARDEN and FRED D. REY- 
NOLDS, November 1971, 505. 


Shopping orientations are explored to determine if shopping 
types can be profiled with psychographic scales. Shopping 
orientations are then canonically correlated with the usage rates 
of 12 health and personal care products. 


Spectral Analysis of the Frequency of Supermarket 
Visits, A, DAVID B. MACKAY, February 1973, 
84. 


See ‘‘Regression and Other Statistical Techniques” 


Supermarket Chain Product Mix Decision Criteria: 
A Simulation Experiment, JOHN F. GRASHOF, 
May 1970, 235. 


In multi-product purchase-for-resale situations, the selection 
of the appropriate criteria for evaluation of altenative items 
is an important problem. This article reports on research which 
used computer simulation models to investigate the impact of 
alternative product addition and deletion criteria on the product 
mix and operating results of supermarket chains. 


System Construct for Evaluating Retail Market Loca- 
tions, A, L. A. WHITE and J. B. ELLIS, February 
1971, 43. 
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This article presents a systems theory framework for predicting 
supermarkets’ yearly sales. Once calibrated, the model can be 
used to predict sales of a hypothetical store or changes in sales 
resulting from major road or store changes. 


Trade Area Boundaries: Some Issues in Theory and 


Methodology, LOUIS P. BUCKLIN, February 
1971, 30. 


In this article consumer store choice preferences are linked 
to retail trading areas by a new measure of the forces of 
geographical competition in marketing. Initial examination sug- 
gests that existing methodology does not model the overlap 
between intraurban trading areas correctly. The new measure 
may also offer improved opportunities for the study of consumer 
propensity to search. 


Trading Stamp-Price Relationship, The, GILBERT A. 
CHURCHILL, JR., NEIL M. FORD, and URBAN 
B. OZANNE, February 1971, 103. 


See ‘‘Pricing Research”’ 


Two Methods of Estimating Sales From a Sample 
of Retail Outlets, IRVING ROSHWALB, August 
1970, 396. 


See ‘‘Sampling and Survey Methods’”’ 


Who Perceives Supermarket Prices Most Validly? F. 
E. BROWN, February 1971, 110. 


Shopping attitudes, shopping behavior, and socioeconomic 
characteristics are examined as potential explanatory variables 
for differences in the validity of price perceptions. Implications 
of the results for consumer protection groups are particularly 
striking. 


SAMPLING AND SURVEY METHODS 


Are Students Really Poor Substitutes for Businessmen 
in Behavioral Research? INDER P. KHERA and 
JAMES D. BENSON, November 1970, 529. 


How do students compare with businessmen as subjects for 
research designed to predict businessmen’s behavior? Should 
the use of students for such research be discontinued? This 
article provides some insights into these questions, based upon 
the responses of students and businessmen in a simulated 
business situation. 


Are Voluntarily Unlisted Telephone Subscribers Real- 
ly Different? JAMES A. BRUNNER and G. 
ALLEN BRUNNER, February 1971, 121. 


This article explores differences along some selected dimen- 
sions between listed and voluntarily unlisted telephone sub- 
scribers. Several significant differences are pointed out and 
cautions in the use of telephone directory sampling are suggested. 


Assessing the Accuracy of Marketing Research, 
CHARLES S. MAYER, August 1970, 285. 


The accuracy of marketing research results is affected by 


sampling and nonsampling errors. While the former can be 
computed objectively using sampling theory, the latter depend 
on subjective estimates. Such estimates can be facilitated by 
examining relevant empirical evidence. This article presents a 
model for integrating the subjective estimates about nonsampling 
error into estimates of total survey error and demonstrates its 
use through an example. 


Collection of Sensitive Information Using a Two- 
Stage, Randomized Response Model, JAMES E. 
REINMUTH and MICHAEL D. GEURTS, No- 
vember 1975, 402. 


This article extends the randomized response sampling design 
to find the intensity of positive action on a sensitive topic among 
those who have taken a positive action. Sampling properties 
of the ratio estimate are explored and the model is used to 
estimate the intensity of shoplifting among shoplifters in a 
shopping center. 


Comparison of Alternative Procedures for Collecting 
Consumer Expenditure Data for Frequently Pur- 
chased Products, A, SEYMOUR SUDMAN and 
ROBERT FERBER, May 1974, 128. 


This pilot study on alternative means of obtaining consumer 
expenditure data finds that compensation clearly increased both 
the level of cooperation and expenditures reported, that govern- 
ment versus university auspices does not make much difference, 
and that diaries seem to yield more complete and accurate 
information than telephone procedures, although the latter ap- 
proach may be very useful for supplementary purposes. 


Consideration of Probability Estimates Provided by 
Respondents, A, IRVING ROSHWALB, February 
1975, 100. 


This article discusses briefly the difficulties involved in the 
subjective estimation of probabilities, presents some evidence 
of this for very simple coin-tossing and card-selection problems, 
and discusses a suggested procedure for improving these proba- 
bility estimates. 


Correcting Nonresponse Bias in Mail Questionnaires, 
PETER OGNIBENE, May 1971, 233. 


Two hundred men received a mailed questionnaire containing 
questions they had answered previously in a phone interview. 
The differences between the mail survey’s findings and the 
phone survey were traced to nonresponse bias. An attempt was 
then made to correct this bias using sub-sampling, trend-projec- 
tion, and post-stratification. 


Ethics in Marketing Research: Their Practical Rele- 
vance, ALICE M. TYBOUT and GERALD ZALT- 
MAN, November 1974, 357. 


See ‘‘Interviewing Methods”’ 


Incentives to Increase Survey Returns: Social Class 
Considerations, BETSY D. GELB, February 1975, 
107. 


This study tests the relative effect on two social-class groups 
of two incentive techniques to increase survey returns: a mone- 
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tary incentive distributed unconditionally versus one distributed 
only after questionnaire return. Results show the unconditional 
incentive more effective among middle-class whites, but the 
conditional incentive more effective among lower-class blacks. 


Mail Surveys and Response Rates: A Literature Re- 
view, LESLIE KANUK and CONRAD BEREN- 
SON, November 1975, 440. 


A review of empirical studies concerned with increasing 
response rates to mail questionnaires reveals the limited evidence 
upon which most widely accepted techniques are based. The 
only techniques which seem to be consistently effective in 
increasing response rates are followup letters and monetary 
incentives enclosed with the mail questionnaires. 


Measurement Errors in Reports of Consumer 
Expenditures, JOHN NETER, February 1970, 11. 


See “‘Interviewing Methods” 


National Estimates of Nonlisted Telephone House- 
holds and Their Characteristics, GERALD J. 
GLASSER and GALE D. METZGER, August 1975, 
359. 


A study of bias which arises from the use of telephone 
directories in sampling indicates that one in five telephone 
households are excluded from telephone directories either be- 
cause they have numbers unlisted by choice or because they 
have moved too recently to be included in a directory. 


Negative Effects of Personalization on Response Pat- 
terns in Mail Surveys, The, MICHAEL J. HOUS- 
TON and ROBERT W. JEFFERSON, February 
1975, 114. 


This article reports a study analyzing the effects of two factors 
on response patterns in a mail survey of a specific type of 
population. The main hypothesis that personalization has a 
negative effect on response patterns is supported. 


Nonresponse Bias and Callbacks in Sample Surveys, 
WILLIAM C. DUNKELBERG and GEORGE S. 
DAY, May 1973, 160. 


A callback policy must balance the reduced yield (and higher 
cost) from additional callbacks against the benefits of a more 
representative final sample. This study provides evidence on 
the rate at which sample values converge on their estimated 
population distribution as the number of callbacks increases. 


Note on Never-Buyers, A, A. S. C. EHRENBERG, 
November 1970, 536. 


Ehrenberg comments on Morrison’s recent JMR article, noting 
that straightforward application of the NBD theory of repeat 
buying and conditional trend analysis will suggest that there 
are hardcore non-buyers even in situations where they do not 
in fact exist. 


Random-Digit Dialing as a Method of Telephone 
Sampling, GERALD J. GLASSER and GALE D. 
METZGER, February 1972, 59. 
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This article reports on a study of the incidence of telephone 
ownership and telephone directory listings that was based on 
random-digit dialing (RDD). Various considerations important 
in the design and selection of RDD samples and in the execution 
of surveys based on such samples are presented. 


Reappraising Mail Survey Response Rates, ELI P. 
COX, III, W. THOMAS ANDERSON, JR., and 
DAVID G. FULCHER, November 1974, 413. 


Numerous studies have evaluated various techniques for 
increasing response rates in mail questionnaire surveys. This 
study examines two such techniques (personalized cover letters 
and follow-up post reminders), but goes beyond the single 
criterion of response reliability to consider budget and time 
constraints, as well as minimum sample size requirements for 
analysis purposes. 


Respondent Selection in a Time of Changing House- 
hold Composition, BARBARA E. BRYANT, May 
1975, 129. 


See *‘Interviewing Methods” 


Response Bias, Yea-Saying, and the Double Negative, 
JOHAN ARNDT and EDGAR CRANE, May 1975, 
218. 


A study with Norwegian subjects indicated that questionnaire 
wording influenced subject response, but the relationships be- 
tween responses of subjects in different groups were not strongly 
influenced. 


Students as Subjects in Consumer Behavior Experi- 
ments, BEN M. ENIS, KEITH K. COX, and 
JAMES E. STAFFORD, February 1972, 72. 


This study seeks to answer the question of whether students’ 
responses accurately reflect the behavioral patterns of other 
consumers, comparing a sample of students and housewives. 


Two Methods of Estimating Sales of a Product From 
a Sample of Retail Outlets, IRVING ROSHWALB, 
August 1970, 396. 


This article discusses two alternative procedures for estimating 
sales of a product category in retail stores: first by drawing 
a sample from the universe of all stores, and second, drawing 
a sample from a restricted universe, only those outlets carrying 
the product category. 


Uses of Telephone Directories for Survey Sampling, 
The, SEYMOUR SUDMAN, May 1973, 204. 


This article describes the use of directories in combination 
with random digit dialing—a more efficient procedure for phone 
interviews. Telephone directories may also be used to estimate 
the percentage of households without phones of listed numbers. 


SCALING METHODS 


Analyzing Free-Response Data in Marketing Research, 
PAUL E. GREEN, YORAM WIND, and ARUN 
K. JAIN, February 1973, 45. 
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This article presents a new approach to the analysis of 
free-response data matrices using reduced-space and clustering 
procedures. Two marketing applications are presented; limita- 
tions and possible methodological and substantive extensions 
of the approach are highlighted. 


Analyzing Proximity Judgment in an Experimental 
Design, MARY LOU ROBERTS and JAMES R. 
TAYLOR, February 1975, 68. 


This article reports the finding of a study designed to extend 
the use of proximity judgments to an experimental design. The 
analysis mode of multidimensional scaling (MDS) and multi- 
variate analysis of variance (MANOVA) was used to determine 
the effect of the experimental manipulation on the respondents’ 
perception of a hypothetical new coffee product relative to seven 
types of coffee products currently available to consumers. 


Are Three-Point Scales Always Good Enough? DON- 
ALD R. LEHMANN and JAMES HULBERT, 
November 1972, 444. 


This article assesses the effect of the number of scale points 
on one component or error in behavioral measurement using 
simulation, concluding that for individual scales, a minimum 
of 5 to 7 points is necessary. 


Bipolar Adjective Screening Methodology, A, ED- 
WARD J. LUSK, May 1973, 202. 


Recognizing the importance of the descriptive setting of the 
semantic space, the authors suggest a simple pretest bipolar 
adjective selection procedure whose basis is the response 
variance from the midpoint. 


Brand Features Congruence Mapping, PAUL E. 
GREEN, YORAM WIND, and HENRY J. CLAY- 
CAMP, August 1975, 306. 


This article proposes and applies a model for portraying 
individuals’ associative judgments regarding brands, ideal prod- 
ucts, and product features as sets of points in a common 
multidimensional space. The model is contrasted with current 
research activities involving bipolar scale ratings as used in 
value-expectancy models. 


Changes in Explicit Information and Brand Percep- 
tions, VITHALA R. RAO, May 1972, 209. 


Brand perceptions of 12 automobile brands were compared 
under 5 alternative stimuli: descriptions of brand names only, 
semantic descriptions with and without brand identification, and 
profile descriptions on four attributes with and without brand 
identification. The results point to the need for great care in 
describing stimuli in consumer research. 


Configuration Synthesis in Multidimensional Scaling, 
PAUL E. GREEN and VITHALA R. RAO, Febru- 
ary 1972, 65. 


This article illustrates how separate data sets of scaling 
solutions can be synthesized to develop *‘master’’ configurations 
that summarize communalities among separate solutions. The 
procedure is illustrated in the context of bakery-type food items. 


Edwards Personal Preference Schedule and Consumer 
Personality Research, The, RAYMOND L. HOR- 
TON, August 1974, 335. 


See “‘Interviewing Methods”’ 


Judged Similarity and Brand-Switching Data as Simi- 
larity Measures, DONALD R. LEHMANN, August 
1972, 331. 


Brand-switching models and perceptual mapping have an 
important relationship if choice is viewed probabilistically. Here 
brand-switching data are compared with judged similarity as 
an input to multidimensional scaling and cluster analysis. 


Market Measures From Sales: A Multidimensional 


Scaling Approach, RONALD E. TURNER, May 
1971, 165. 


See *‘Regression and Other Statistical Techniques” 


Multidimensional Unfolding of Profile Data: A Dis- 
cussion and Illustration with Attention to Badness- 
of-Fit, LARRY H. PERCY, February 1975, 95. 


A discussion is presented of the acceptability of using a 
multidimensional scaling algorithm for the multidimensional 
unfolding of *‘real’’ data, with special reference to the problem 
of badness-of-fit. An illustration utilizing actual profile data 
is provided and the solution configurations reviewed. 


Note on Measurement of Social-Psychological Belief 
Systems, A, PAUL E. GREEN, YORAM WIND, 
and ARUN K. JAIN, May 1972, 204. 


People’s preferences often reflect their perceptions of what 
others like. This note examines relationships among trait impres- 
sions of car owner, occupation, and magazine reader stereotypes. 
A companion objective is to show how objects of nominally 
different sets can be meaningfully positioned in a common 
perceptual space. 


Predicting Preferences on Experimental Bundles of 
Attributes: A Comparison of Models, JOEL 
HUBER, August 1975, 290. 


See **Preference Research” 


Procedures for Obtaining Similarities Data, LESTER 
A. NEIDELL, August 1972, 335. 


Two general data collection methodologies, direct and derived 
measurement, can be utilized to measure similarities data. This 
note reports on an experiment designed primarily to evaluate 
the data collection efficiency of two direct measurement tech- 
niques and one derived measurement method. 


Stapel Scale or Semantic Differential in Marketing 
Research? DEL I. HAWKINS, GERALD AL- 
BAUM, and ROGER BEST, August 1974, 318. 


See “‘Interviewing Methods” 


Time and Accuracy Measures for Alternative Multidi- 
mensional Scaling Data Collection, WALTER A. 
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HENRY and ROBERT V. STUMPF, May 1975, 
165. 


The impact of stimulus set size and data collection methods 
on response accuracy and response time were investigated in 
an empirical study. Anchor Point collection techniques proved 
superior in reducing respondent time with no sacrifice in accura- 
cy. 


Trade-Off Analysis of Consumer Values, RICHARD 
M. JOHNSON, May 1974, 121. 


See ‘‘Preference Research”’ 


Visual Presentation of Marketing Stimuli Defined in 
Hyperspace, WILLIAM R. DARDEN and ALAN 
B. FLASCHNER, November 1974, 456. 


One problem encountered in marketing is the visual analysis 
of multivariate points. Development and use of multidimensional 
scaling encourages the visual ‘‘mapping”’ of stimuli. These and 
other developments in multivariate methodology suggest the need 
for a method of plotting multivariate points (or stimuli defined 
in hyperspace). This article discusses the advantages of multi- 
variate plotting for marketing research. 


MISCELLANEOUS 


Comment on “‘Ethics in Marketing Research,’ A, 
ROBERT L. DAY, May 1975, 232. 


This comment on Tybout and Zaltman’s recent article focuses 
on a need for realism and the rights of practitioners and clients. 


Reply to Comments on “‘Ethics in Marketing Research: 
Their Practical Relevance,’’ A, ALICE M. TY- 
BOUT and GERALD ZALTMAN, May 1975, 234. 


This reply to a comment by Day states that the main thrust 
of their article was missed: to focus attention on ethical issues 
for the sake of their practical implications. 


CANIS Method of Reducing Bias in Survey Research, 
The, FRANCIS D. BARRETT, JR., August 1972, 
329. 


The validity and reliability of survey research data depend 
on the researcher’s ability to accurately estimate the influence 
of biasing error and, if possible, eliminate it. This study presents 
a humorous method by which the effect of interviewer bias 
can be calculated and possibly eliminated. 


Comment on Curhan’s ‘‘The Relationship Between 
Shelf Space and Unit Sales in Supermarkets,”’ 
MICHAEL LYNCH, May 1974, 218. 


See ‘‘Retailing and Wholesaling” 


Computational Limitations of Dynamic Programming 
for Warehouse Location, LEONARD M. LODISH, 
May 1970, 262. 


Lodish comments on Ballou’s recent JMR article by noting 
that his approach cannot handle realistic problems computation- 
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ally where a company has a reasonable number of warehouses 
whose locations are interdependent in terms of profitability 
during a time period. 


Computational Limitations of Dynamic Programming 
for Warehouse Location: A Comment, RONALD 
H. BALLOU, May 1970, 263. 


Ballou’s rejoinder to Lodish centers on the feasibility of using 
dynamic programming for reasonable-size warehouse location 
problems. Ballou says that to extend the shortcomings of dynamic 
programming in a Static location setting to dynamic warehouse 
location analysis is inaccurate. 


Consumer Dissatisfaction: The Effect of Disconfirmed 
Expectancy on Perceived Product Performance, 
ROLPH E. ANDERSON, February 1973, 38. 


Four psychological theories are considered in determining the 
effects of disconfirmed expectations on perceived product per- 
formance and consumer satisfaction. Results reveal that too 
great a gap between high consumer expectations and actual 
product performance may cause a less favorable evaluation of 
a product than a somewhat lower level of disparity. 


Cross-Referencing Between AMA Journals and Other 
Publications, PAUL W. HAMELMAN and ED- 
WARD M. MAZZE, May 1973, 215. 


This article, based on a general-purpose citation indexing 
system, illustrates the extent of cross-referencing to the Journal 
of Marketing and the Journal of Marketing Research with 38 
core journals. 


Effect of Product Quotas on Sales Force Productivity, 
The, LEON WINER, May 1973, 180. 


This article describes an actual controlled experiment to test 
the validity of the Davis-Farley sales compensation model. 
Results indicate that the implicit assumption of the model that 
salesmen seek to maximize income needs additional study. 


Effects of Salesman Similarity and Expertise on Cus- 
tomer Purchasing Behavior, ARCH WOODSIDE 
and J. WILLIAM DAVENPORT, JR., May 1974, 
198. 


From a managerial standpoint, the important question about 
salesman-customer interaction is how the salesman’s behavior 
affects the outcome. The effects of perceived salesman similarity 
and expertise on customer purchasing behavior for a new product 
are investigated. 


Ethics in Marketing Research: Their Practical Rele- 
vance, ALICE M. TYBOUT and GERALD ZALT- 
MAN, November 1974, 357. 


See ‘Interviewing Methods”’ 


Evolutionary Model Building, GLEN L. URBAN and 
RICHARD KARASH, February 1971, 62. 


An evolutionary methodology is proposed to encourage suc- 
cessful implementation of management science models. An 
example is presented by a series of new product models. 
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Expectancy Theory Predictions of Salesmen’s Per- 
formance, RICHARD L. OLIVER, August 1974, 
243. 


See ‘‘Attitude Theory Research”’ 


JMR—Goals, Constraints, and Management, FRANK 
M. BASS, August 1973, 349. 


This editorial explains the goals, policies, and weaknesses 
of the Journal of Marketing Research. The need for a greater 
number and variety of manuscripts is stressed. 


Managing Conflict in Distribution Channels: A Labo- 
ratory Study, LOUIS W. STERN, BRIAN 
STERNTHAL, and C. SAMUEL CRAIG, May 
1973, 169. 


This article examines a laboratory methodology for studying 
interorganizational conflict between members of a distribution 
channel. A parasimulation approach was used to investigate 
the effectiveness of a superordinate goal and an exchange-of- 
persons program in managing conflict. 


Marketing Decision-Information Systems: An Emerg- 
ing View, DAVID B. MONTGOMERY and GLEN 
L. URBAN, May 1970, 226. 


Marketing decision-information systems are composed of four 
key elements: a data bank, a model bank, a measurement-statis- 
tics bank, and a communications capability. If full advantage 
is to be taken of the new information technology, a coordinated, 
balanced growth of the system components must be achieved. 
The authors extend their initial information systems proposal 
to include further design concepts and practical examples. 


Measuring the Job Satisfaction of Industrial Salesmen, 
GILBERT A. CHURCHILL, JR., NEIL M. FORD, 
and ORVILLE C. WALKER, JR., August 1974, 
254. 


While the unique characteristics of the industrial salesman’s 
role has stimulated much recent research, this uniqueness 
requires the development and use of occupation-specific mea- 
surement instruments. A job satisfaction measure specifically 
designed for industrial salesmen is presented together with 
norms, a detailed description of the methodology employed, 
and techniques to evaluate the new instrument’s factor structure, 
reliability, and construct validity. 


Patterns of Use of Consumer Purchase Panels, DAVID 
K. HARDIN and RICHARD M. JOHNSON, August 
1971, 364. 


A discussion of the state of the art of consumer purchase 
panels, based on results from a recent survey of panel users 
among the nation’s 125 top advertisers. 


Political Instability as a Determinant of Direct Foreign 
Investment in Marketing, PETER D. BENNETT 
and ROBERT T. GREEN, May 1972, 182. 


This empirical study of the relationship between national 
political stability and the direct investment by United States 
firms in marketing activities questions the results of much of 


the previous literature. Political instability was found not to 
discourage such investment. 


Product Priorities Within a Multiple-Product Market- 
ing Organization, RONALD E. TURNER, May 
1974, 143. 


See ‘‘Information Processing” 


Sales Territory Alignment to Maximize Profit, LEON- 
ARD M. LODISH, February 1975, 30. 


A mathematical programming model and heuristic solution 
procedure are developed to realign sales territories. Unique 
model aspects are: (1) the objective function is the anticipated 
profit generated by the sales force: (2) the interrelated problem 
of account specific call frequency determination is simulta- 
neously considered: (3) travel time is considered including 
combining calls on accounts into trips. 


Salesmen’s Reponse to Financial Incentives: An Em- 
pirical Study, RENE Y. DARMON, November 
1974, 418. 


Different behavioral patterns are hypothesized to explain 
salesmen’s responses to financial incentives in terms of their 
sales and earnings. In this case study, the proposition that 
salesmen work just enough to attain what they consider an 
acceptable level of income best explains the data. 


Self-Other Orientations Among Salesmen and Non- 
salesmen, JOHN H. SCHEIBELHUT and 
GERALD ALBAUM, February 1973, 97. 


In this study, self-other orientation, a social-psychological 
concept referring to an individual’s perception of himself in 
relation to significant other persons and groups, was used to 
examine behavior of salesmen. Salesmen differed from non- 
salesmen on four of the six components measured by the 
instrument. 


Shelf Space Elasticity: Reply, RONALD C. CUR- 
HAN, May 1974, 221. 


See ‘‘Retailing and Wholesaling” 


Swingman in Communicating With Management, The, 
EUGENE H. FRAM, February 1971, 128. 


Communications between the management scientist and the 
marketing man can be improved by employing management 
scientists within the marketing division to work on operations 
research problems and to act as liaison between marketing groups 
and operations research groups. 


Threats to Marketing Research, The, GEORGE S. 
DAY, November 1975, 462. 


There is a vast scope for potential research directed toward 
understanding the threats impinging on survey research in 
general, and marketing research in particular. Highest priorities 
should be assigned to questions that can be readily answered 
with data already in the hands of large research suppliers. 


Use of GERT in the Planning and Control of Marketing 
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Research, The, A. COSKUM SAMLI and CARL 
BELLAS, August 1971, 335. 


Graphical Evaluation and Review Technique (GERT) is rela- 
tively new; it has not been used extensively to analyze business 
problems, although it promises to be of value in planning and 
control of marketing research. 


Will the Real Consumer Activist Please Stand Up: 
An Examination of Consumers’ Opinions About 
Marketing Practices, THOMAS P. HUSTAD and 
EDGAR A. PESSEMIER, August 1973, 319. 
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A large sample was divided into three groups according to 
attitudes about business and marketing institutions and rractices. 
It was possible to describe differences between the pro-business 
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